


Ihe TURF CLUB 4: OPEN ROAD 


He WINGBACK he PLAY BOY 


Ski BARON Nhe ROYAL 





Combined sails 


MERCHANTS RECORD & SHOW WINDOW 





any 


EXCELSIOR 


PAPER SPECIALTIES CO., Inc. 


640 W. 57th ST., NEW YORK CITY 





(Y DISPLAY 


ITEMS for 
FALL 1938 


SEND FOR HANDBOOK containing com- 
plete list (illustrated) of NEW DISPLAY 
MATERIALS. 


Three selected items are illustrated here. 
They indicate the high level of originality, 
appeal and variety characteristic of all 


GLOSSIROLL PRODUCTS. 


All the ideas were designed with a clear 
understanding of the varied needs of mer- 
chandise showmanship. They will insure in- 
terest, fine form and unusual display 
inventiveness to FALL window, store and 


counter arrangements. 
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FP6 ... Woodland Scene... printed repeat 4 
repeats to a roll 40 inches by 16 feet (approx.), 
Can be cut and used as individual panels. 
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FP7 ... Wild Birds ... printed repeat 4 repeats 
to a roll 40 inches by 16 feet (approx.). Can be cut 
and used as individual panels. 








FDS3 ... Sprayed Grapes... 
die cut—2I inches by 25 feet. 
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on a wood-grained surface. 
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LEGIBILITY . » - Because of he 

exposed Neon type of tubing used, 
the letters are readable at far — 
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changeable sign. | 


BRILLIANCE... The letters glow A 


with a warmth 
charm and attract the eye. 


BEAUTY ... Each letter is d 
cately formed: and is r 
placed on its Catalin 

giving the whole an j 
like appearance. The effect 
served no matter from what a 
the sign is viewed. as ther 
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the tubing. 


COLORS ...A wide range 
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- the new florescent pastels 
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- colors. make possible an 
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. daylight value. | 
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Lustron Lights, Inc., through the perfection of a system for radi- 
ating energy, introduces a revolutionary new principle of lumi- 
nous tube lighting. This system makes possible much that 
couldn't be accomplished ‘til now. For the first time, copy 
changes can be made instantly, because each letter is an indi- 
vidual unit. 


Lustron has available for immediate use a complete alphabet of 
2" letters in a wide range of the new fluorescent colors, mounted 
on gem-like Catalin bases. The color combinations are prac- 
tically unlimited. Designers can now incorporate new color, 
beauty and legibility to their displays---most economically! 
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New York Fair To Supply 
Display ideas Galore 


Literally every building and exhibit at the 
ew York World’s Fair, 1939, will serve to 
apply displaymen with ideas which they can 
dapt to their own requirements. Construc- 
n, lighting, colors, designs, the use of 
oration—the hundreds of innovations to 
introduced for the first time at the fair 
ill profoundly affect display in coming 
ars. 
Particularly interesting to displaymen will 
the two buildings to be discussed here, 
ince they will house exhibits with a direct 
‘bearing on the retail field. The proposed 
building of the Men’s Apparel Quality Guild, 
TInc., an organization of manufacturers in 
‘allied clothing industries throughout the 
United States, is seen in the first photo- 
graph. It will occupy more than 68,000 
"square feet of space in the main exhibit area. 


Sections will be devoted to exhibits of the 
from 


ing a central industrial display by the Guild. 


| Completely modern in design, the building’s 
' tain facade will be covered with thin sheets 
| of burnished copper. 


_ That part of the plot not taken up by the 
building is to be devoted to an outdoor dis- 


—Seen immediately above is an illustration 
of the building to be constructed in the 
main exhibit area of the New York World's 
Fair for the Men's Apparel Quality Guild, 
Inc. The main facade will be covered with 
sheets of burnished copper. A number of 
display innovations will be introduced in the 
exhibits scheduled for this building. . . . At 
the right is the structure which will house 
the textile industry's exhibits. It will be of 
steel with stucco exterior. The building will 
be 600 feet in length. The “fin above the 
long axis is to be 70 feet high at one end, 
‘tapering to 40 feet at the other— 


play of apparel most suitable for sports wear 
or spectator sports. It is planned to enlist 
the services of the leading figures of the 
world of sports to appear in person in the 
costume of the sport in which they excel. 
Representations of the background of these 
sports, the fields or courts upon which they 
are played, are to be a part of the display. 

One exhibitor is having constructed a 
number of life-size figures which are actu- 
ally portraits of the sports leaders appearing 
from time to time in the arena. They are to 
be clad in costumes for tennis, polo, swim- 
ming, football, baseball, etc., and by the push 
of a button the figures will be made to speak 
in the voices of their living owners, expla‘n- 
ing why the costumes they wear are best 
adapted for a particular pastime. 

Looms are to be erected in the building 


to demonstrate the weaving of famous fab- 
rics for men. There is to be an exhibit of 
raincoats under artificial downpours of rain 
and snow. A neckwear manufacturer is as- 
sembling a display to show the origin of the 
patterns woven in cravat silks in the de- 
signs of ancient tiles, in architectural forms 
found in noted buildings abroad, and in 
other unusual places. 


An acre and a half of textile exhibits fea- 
turing looms and spindles in actual opera- 
tion, collections of period costumes and fur- 
nishings and demonstrations of various hand 
crafts will be housed under one roof in the 
Hal! of Textiles. The building will be an 
expression of the modern trend in architec- 
ture, as is clearly shown by the second 
illustration. It will cost approximately $323,- 
000 exclusive of equipment. Its length will 
be 600 feet and its greatest width 150 feet. 
Construction will be of steel with a stucco 
exterior. 


Architecturally, the dominant feature of 
the structure will be a great “fin” above 
the long axis, 70 feet high at one end and 
tapering to 40 feet at the other. On the 
inside high wall will be flashed brief motion 
pictures for the crowds in the main aisle 
directly beneath the fin. Just beyond the 
low end will rise a giant double “hairpin” 
decoration which will be lighted at night to 
illuminate an area of 1,000 feet in diameter. 
The decorative feature of the other extremity 
of the building will be a combination flood 
light and water display. Entrances will be 
embellished with mural paintings and set off 
by fountains and formal plantings of trees. 

The two structures briefly discussed here 
are only a small portion of a gigantic expo- 
sition which undoubtedly will have a tremen- 
dous effect on display through the multitude 
of ideas the fair will offer visiting display- 
men. 
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Clamourous Autumn Displays 


Rule Fifth Avenue 





Perhaps no other month of the year brings 
forth such a diversity of window promo- 
tions as August. It’s “off with the old and 
on with the new” simultaneously along Fifth 
avenue—a strange merging of the tag-end 
of summer sales, traditional August promo- 
tions, and the vanguard displays of fall 
fashions. 

It’s a stimulating, kaleidescopic period of 
constantly changing scenes and the anticipa- 
tion of more excitement in the offing, as 
back-to-school promotions draw near and 
beyond them can almost be glimpsed the 
color and fanfare of the approaching holi- 
days. 

Early August saw a battery of windows up 
and down the avenue devoted to a showing 
of the new fall frocks, or as the card text. in 
nearly every window pointed out, for bridg- 
ing the gap between summer and fall. These 
settings marked a return to elegance and 
luxury, in welcome contrast to the care- 
free, outdoor settings of iust a few weeks 
ago. Inspired by the “turn of the century” 
influence on current fashions, lighting is 
more dramatic, background colors repeat the 
rich plum and purple tones of the Edward- 
ian era or the romantic_blues and magentas 
cf the Louis XV period with its rococco 
scrolls and gilt, its brilliant feathers and 
plumes. 

August furniture sales followed this fash- 
ion preview and were in their turn ousted 
by August fur promotions, decreed by a 
strange whim of fashion to take place during 
these hottest weeks of the year. Here again, 
the luxury note is emphasized, for in spite 
of the titlk—“August Fur Sales”—these pro- 
motions stress the quality theme of prestige 
furs, rather than the sales angle. 


By KATHLEEN RIVERS 


Worsinger Window Service, New York City 


Showing these warm, bulky furs during 
the days of record-breaking heat might seem 
to the buying public to be “rubbing it in” 
but quite the opposite effect has been 
achieved with great, realistic icicles, whirling 
“snowflakes,” and cleverly simulated blocks 
of ice and snow to convey the thought that 
in spite of sizzling pavements, chill days 
are not far off. 

On statuesque hollow figures of beige-col- 





ored composition resembling fine pieces of 
sculpture, Display Director Sidney Ring 
drapes fine fur pelts, achieving a _ really 
distinctive series of fur windows in this 
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August presentation of Saks-Fifth Avenue, 
as seen in the illustration at the upper 
right. 

The white, corrugated wooden hood in the 
center foreground encloses a blue daylight 
lamp which focuses directly on the figure, 
bringing out the fine sheen and quality of 
the mink skins. Simulated blocks of ice 
form the irregular arch around the figure— 
these being constructed of wooden boxes 
covered with a frosty looking blue and white 
mottled paper. 

Photographs of mannequins wearing the 
various styles of finished coats are slid into 
grooves in the boxes with here and there 
a few of the fur pelts draped casually as 
though inviting inspection. 

In a series of eight windows given over 
to fashions “Fore-Shadowing Fall,” Bonwit 
Teller dramatized the miniature hats so 
much in vogue with a setting (see center 
photograph) reminiscent of the opulent at- 
mosphere of the early 1900’s. The old-fash- 
ioned what-not shelf, which came to the 
foreground as a display stand for the hats, 
was glorified with white satin padding, cres- 
cent cut-outs piped in cerise, and a border 
of black velvet set with great simulated 
jewels in flashing colors. 

“New little hats tipped with rich plum 
tones” were displayed on glass cylinders on 
the graduated shelves, with chiffon handker- 
chiefs and costume jewelry draped from the 
bottom shelf. The black hat-box was 


—The outstanding windows presented with 
this article deserve close study. Those shown 
on this page were by, upper right, Sidney 
Ring, Saks-Fifth Avenue; center, Tom Lee, 
Bonwit Teller; at left, by Dana O'Clare, Lord 
& Taylor— 
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—Display at the right by Tom Lee, Bonwit 

Teller; center, by Beaumar Jaimes, Franklin 

Simon's; lower, by Hal Williams, B. Altman's. 

All photographs by Worsinger Window Serv- 
ice, New York City— 


trimmed with a huge box of cerise and an- 
other accessory trim in the featured’ plum 
shades was grouped here with costume 
jewelry. A glass rod rising from the tissue 
filled box held aloft one tiny hat. The ornate 
scrolls on the pale green background were 
padded like the shelf, with white satin, pur- 
ple, and cerise and similarly studded with 
jewels, and the black lattice had alternating 
jewels and tiny round mirrors centered in its 
rounds. Tom Lee is display director for 
Bonwit’s. 

Richly atmospheric backgrounds of old 
Parisian buildings suggested by prints of 
architectural drawings provided an original 
display theme for a series of four windows 
at Lord & Taylor, Dana O’Clare, display 
director, presenting daytime and evening 
versions of the new fall furs. The building 
facades are constructed of wall board in the 
soft muted grays and browns of aged stone 
and were arranged in “forced” perspective 
on a square of plywood, tilted forward and 
fnished in the same neutral tones as the 
buildings. 

Tiny figures traverse the paths marked off 
in brown on the square and receding to a 
vanishing point at the backwall—of curved 
panels done in soft aqua with white clouds 
and streaks of deeper tone to simulate sky. 

Zero atmosphere was skillfully created in 
a series of eight windows at Bonwit Teller 
in which Display Director Lee presented 
“Snow-Drifts of Lynx” on travel coats “for 
the world’s cool spots.” Enormous realistic 
icicles of laminated paper were suspended 
from the ceiling to within a scant few inches 
of the floor, as shown in the picture at the 
upper right. Circular mirrors placed direct- 
ly beneath their tips simulated icy pools of 
water on which were massed an assortment 
of costume jewelry and leather accessories to 
blend with the lovely plaids of many colors 
in the featured costumes. 

The lighting was particularly effective— 
green “spots” concealed in the icicles casting 
a soft diffused glow over the settings and re- 
flecting the paler green of the walls. The 
fashion text was carried in frosty white let- 
tering on a transparent scroll placed almost 
horizontally on the soot black carpet. 

Blending rhythm and color with glamour- 
ous lighting, Display Director Beaumar 
Jaimes, Franklin Simon’s, creates lovely set- 
tings for a series of windows introducing the 
firm's new “Vintage” color for fall and here 
Presenting “Pitch Black Headlines to our 
New Vintage ‘38.” (See center illustration.) 
Millinery heads of gray papier mache are 
charmingly posed on wine barrels finished a 
deep purple and massed with purple dyed 
Spanish moss and great purple clusters of 
grapes mingled with leaves and vine ten- 
drils of green crepe paper. In several of the 
windows a thicker tendril, covered in pur- 
ple, encircles the base of the large barrel, 
tnmeshes the figure of the mannequin in its 
coils and winds in graceful spirals to the 
ceiling, 

The graceful shadows cast on the pearl- 
tray walls are not accidental, but the result 
of carefully planned lighting from overhead 
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“purple” spots which add to an atmosphere 
of feminine luxury and glamour. The floor 
was finished in purple and sloped to the 
rear wall to allow for the forward pitch of 
the barrels—the one in the foreground of 
the small group overturned and draped with 
a fox scarf which carries the eye to the ac- 
cessory trim and thence to the poster. This 
was a gray paper scroll with a faintly sug- 
gested grape motif on which the title was 
lettered in black and the text in purple. 
In a spectacularly lovely series of win- 
dows carried around three sides of the store, 
Display Director Hal Williams, of Altman’s, 
used huge, revolving “snowflakes” to accent 
the wintery theme of luxurious fur fashions. 
Squares, circles, octagons and star-shaped 
cutouts covered with richly colored satins 
and velvets, studded with simulated jewels, 
and tipped with brilliantly dyed feathers and 
plumes were centered on white poles fitted 
with small motors which revolved the units 
slowly. Beside each pole, a single manne- 
quin was posed, her furs and gown in har- 
mony with the general color scheme of the 
“snowflake,” as seen in the lower photograph. 
American beauty roses were massed on a 
wire frame around a circular disc of pink 
velvet in this window. Centered on the disc 








was a white wire basket filled with roses 
which stirred slightly with each turn of the 
unit. Whether or not this effect was in- 
tended, the result was really charming. 
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A Display Problem== 
And its Solution 


Any displayman looking at our display 
windows’ layout a year or so ago would have 
realized immediately that it presented a 
serious problem. The windows themselves 
are very small and extremely shallow, but 
added to this were dark walnut background 
panels creating a number of broken lines 
which actually made the windows look even 
smaller and certainly did not serve efficiently 
to show the merchandise in a favorable set- 
ting. In addition to these handicaps, there 
was still another problem. 

In looking at a sketch of our window lay- 
out it is seen that the eleven windows en- 
close an irregular foyer some 35 feet in 
width by a depth varying from 11 feet on 
one side to about 5 feet on the other. Fur- 
thermore, in order to trim the front. or 
street windows it is necessary to pass di- 
rectly through the side lobby windows, which 
have a depth of only 28 inches. 





~ Short socks are stepping high _ 


~ 


By EUGENE W. TURNER 
Zachry's, Atlanta 


This was the situation existing when it 
was decided, a year or so ago, to do some- 
thing about improving the displays. Needless 
to say, considerable thought went into our 
preparations, but from the results obtained 
it would seem that our solution to the prob- 
lem has been highly satisfactory in every 
way. 

Before going into details, it should be said 
that this firm does a lot of promotional sell- 
ing through the windows, necessitating the 
constant use of backgrounds and panel treat- 
ments. As a matter of fact, the writer per- 
sonally favors the use of posters and back- 
ground “stunting” to create atmosphere and 
focus attention on the merchandise. How- 
ever, I found the use of these media very 
difficult in the shallow windows. They 
forced the displays too near the front of 
the space—nearly right up against the glass 
—and thus made the displays appear much 










soyen 









too flat. 


They also filled the windows so 
completely as to make it almost impossible 
to pass through to other windows without 
upsetting. the displays. 

We relieved this bad situation in the fol- 
lowing way: first, the backs of the windows 
were simplified by eliminating all of the 


small, dark walnut panels. They were re- 
placed in each window by one large panel 
30 by 58 inches, which is interchangeable 
and which provides unlimited possibilities 
for all kinds of treatments without sacrific- 
ing any floor space for frames, props, and 
the like. How these panels are used is illus- 
trated in the accompanying photographs. 

Then we brightened up the lobby by paint- 
ing over the dark walnut walls with a very 
light pearl gray. Since the store front is 
constructed of broad slabs of rich, polished 
black marble, it is easy to realize just how 
very striking this combination proved to be. 
The results were literally amazing; we im- 
mediately observed a greater number of 
people shopping our lobby windows, heard 
much more favorable comment, and in get- 
eral had brought to our attention in many 
ways the fact that the change had been a 
beneficial one. 

As simple as it may seem, these two easy 


—lIn the upper display the material used for 
the panel was in a herringbone weave ‘o 
match the three suits shown. The drawing 
was in soft white chalk. It will be noted in 
this window that Turner uses draped gar- 
ments effectively, moulding them out as 
much as possible in order to avoid unsightly 
wrinkles. . . . At the left is an Interwoven 
sock window in which "feet'' mount the rungs 
of the ladder to tie in with the sales slogan 
on the background— 
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—Other typical Zachry displays are illus- 
trated at the right and below. A short time 
ago the store's windows had dark walnut 
backgrounds which made the shallow win- 
dows appear even smaller than they were. 
They, were repainted a light pearl gray and 
one large interchangeable panel designed 
for each window. An amazing difference in 
the amount of merchandise sold and attrib- 
uted to the pulling power of the disploys 
has resulted— 


steps were the only physical changes neces- 
sary to increase our displays’ selling per- 
formance by a tremendous amount. But now 
perhaps a few words about our displays 
themselves would be in order, so that the 
reader may have a complete picture of dis- 
play methods at Zachry’s. 

Fortunately I am associated with a very 
progressive and fast-growing organization 
which appreciates and exercises the best pos- 
sible ways of promoting and selling men’s 
wear. To the management of Zachry’s, good 
selling displays are very important. After 
analyzing the situation when the writer took 
over the display duties of the store it 
seemed the most logical move to..give them 
not “Oh, so beautiful!” but good, forceful 
selling windows. Since our display space is 
so very limited for our volume, we make 
frequent changes. All display arrangements 
are kept very compact to overcome crowding. 

An observer would notice that we use 
drapes frequently in our clothing displays. 
These are never merely laid down or hung 
on stands so that the garment falls into a 
mass of unsightly wrinkles. The drapes are 
always moulded out just as if they were on 
a form. 

Since men’s wear is so conventional, the 
use of drapes makes displays of this ap- 
parel more interesting—such, at least, is the 
writer's opinion. It has other advantages, 
too. You will notice, for example, in the 
first illustration showing a display for a 
herringbone promotion that by draping a 
coat we were able to show three differently 
colored suits in one small window without 
overcrowding. The background treatment in 
this window was rather attractive also; the 
material stretched over the panel was blue, 
matching all three suits in pattern. The 





BERKELEY 
SQUARES 
‘250 








DISPLAY WORLD 


sketch was done with soft white chalk and 
accentuated the three-button style. 

We try always to get punch into our dis- 
plays whenever possible, usually depending 
on panel treatment or iittle innovations to 
create a feeling of “something different,” 
since “spectaculars” are naturally out of the 
question in such small windows. In the dis- 
play of Stetson hats, for example, as seen 
in the center photograph on this page, the 
box in which the up-turned hat rested fit 
right into a little niche cut in the panel 
directly underneath the appliqued sun of cast 
metal, this latter tying-in with the sales 
message: “The smartest hats under the sun.” 

In the “Berkeley Squares” window seen in 
the lower left-hand corner of this page the 
shirting material used for the panel ex- 
actly matched the shirts, while the tie mate- 
rial in the center of the display matched the 
ties. The tie-in was so effective that in al- 
most every instance a tie was sold with the 
shirt, just as they were matched in the win- 
dow. This of course was excellent from a 
sales angle. 

The large illustration on the preceding 


eet 


¢€ 7 . 
THE SMARTEST HATS 
UNDER THE SUN 
“TTS Of ge 
owes, ad 
| 








page shows how these windows have one 
physical advantage: they concentrate atten- 
tion on the merchandise, with no chance for 
distraction of the shopper’s gaze. Of par- 
ticular interest in this display are the sock- 
clad “feet” mounting the ladder rung by 
rung. 

The display for “Dixie Weaves” at the top 
of the page and for “Nor-East” ties at the 
lower right-hand corner portray the adapt- 
ability of the panel backgrounds. 

In conclusion it should be said that all 
department heads and buyers at Zachry’s 
work very closely together. We try to time 
and plan our disp!ays for the best possible 
results. We try constantly to get the lead 
with new ideas and when we find one that is 
“hot” we play it for all it’s worth. For in- 
stance, right now we are having much suc- 
cess with a particular sportswear item. We 
are enthusiastically displaying it just as we 
did early in the season, and constantly re- 
ordering—while most of the shops are offer- 
ing the same number at reduced prices. Our 
day-to-day stock control charts show if a 
window is really working. If it isn’t, then 











it comes out and we try something else. 
With the right kind of cooperation and 
appreciation, this “window selling” is a most 
fascinating profession, with the big thrill for 
the displayman coming from creating and in- 
stalling displays that sell—rather than those 
that are “ever so beautiful.” And the prob- 
lems that arise only add zest to the game. 





New Light Filter Provides 
"Color Magic" 

A new development in stage lighting was 
used recently for the first time in public 
in a dance number at the Radio City Music 
Hall, New York City, yellow costumes 
changing to red, red to brown, and purple 
to red as desired. The “magic” was done 
by a new type of fiiter placed before the 
spotlights. The filter permits only two or 
three sharply defined complementary colors 
to pass. The resulting light is a daylight 
glow that does not change the color of the 
faces or hands of the performers, but does 
change the color of costumes, the dyes of 
which contain the complementary colors. 
The process is by the Whiting Filterlite Cor- 
poration, 1674 Broadway, New York City. 
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Give More Attention 
To Notions Display 
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As Charles H. Tenney, Dalton’s, Baton 
Rouge, La., says: “A good displayman is 
not the one with all the ideas, but the one 
who has the ability to see what is necded 
in display, to execute his ideas, and to make 
them produce results. A good, well-done 
display entails a lot of thought and detail. 
First, you must create within it the proper 
atmosphere for the merchandise which is to 
be shown. Then you must know the story 
of the merchandise itselfi—its use—why you 
are offering it for the approval of your 
potential customers. 

“Anything can be dramatized. Just re- 
cently we had on display in one of our win- 
dows the world’s largest button. A great 
story—but only a button. We had hundreds 
of people come down especially to see it. 
Why? Because it was the largest ever seen 
and shown locally before it was publicly 
displayed anywhere else in the whole United 
States. A displayed button put the name of 
Dalton’s in the news. This event was 
planned with just as much care and emphasis 
as anything we’ve ever done. We ‘followed 
through’ and completed the job just as for 
any major apparel display. It brought re- 
sults.” 

It is true that in many stores the de- 
partments handling small items such as no- 
tions have been neglected to a certain extent 
from the display and advertising standpoint. 
Retail trade papers have continually stressed 
the lack of publicity and display given no- 
tion items, especially. This is easy to under- 
stand, however, for the unit of sale in the 
notions department is relatively small and 
the harassed displayman feels that he should 
concentrate his time and energy on produc- 
ing display for ready-to-wear, shoes, mil- 
linery, and the like. 

The notions department should not be neg- 
lected, however, since it offers an opportunity 
for the sale of related merchandise. The 
woman who comes in to purchase thread is 
certain to be interested in slide fasteners, 
buttons, or any of the other items which 
go to make up the department. Good dis- 
play can do a great deal to suggest other 
merchandise to her at the point-of-sale, for 
much of her buying is done on the impulse of 
the moment. 

A recent window display of Talon slide 
fasteners, by George H. Wagner, is shown 
at the left. It indicates what is being done 
by J. L. Brandeis & Co., Omaha, Neb., along 
this line. The window was winner of sec- 
ond prize in the national display contest 
sponsored a short time ago by the Dritz- 
Traum Company. 

The maker of Talon fasteners has been 
suggesting to retailers that this merchandise 
be offered for sale in a separate section of 
the notions department. One of the stores 
that followed through on the thought was 
Sage, Allen & Co., Hartford, Conn., and 
the third photograph shows the “bar” de- 
signed for that firm by Ken Goodwin, dis- 
play manager. It placed third in the Talon 
contest. 
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There are indeed few retail firms which 
do not feel called upon from time to time 
to use what is known as the “institutional” 
display—a display in which some community 
project or achievement is dramatized. Such 
displays are non-commercial in aspect. They 
are purely builders of good will for the 
store. 

But do not lose sight of their importance. 
The occasional institutional window does a 
lot to increase store patronage. But when 
a firm becomes more ambitious and devotes 
its entire battery of windows to such a 
theme — well, that’s news. A_ full-fledged 
display campaign to glorify and dramatize 
a city’s achievements, or the accomplish- 
ments of its citizens, has the power to do a 
world of good by building firm friends for 
the store willing to use its window space 
for this purpose. 

The outstanding example of this (and it is 
one which will go down into display history) 
was the use of the famous “bell” windows 
last winter by Lord & Taylor, New York 
City. No merchandise was shown, and yet 
the displays which were originally intended 
to remain on view for one week stayed on 
for a full month. And more than 400,000 
people testified to the good will the displays 
created in the city by personal calls, ‘phone 
calls, letters, and telegrams commenting on 
the windows ! 

Loveman, Joseph & Loeb has found pro- 
portionate results obtainable through the 
use of this type of display, frequently using 
twenty windows at a time for institutional 
advertising. A year or so ago it was to 
dramatize the place of local businesses in 
the progress of Birmingham. This year we 
used this number of windows in a special 
campaign which preceded the regular mer- 
chandise displays for our fifty-first anniver- 
sary sale. The idea behind the windows was 
one of optimism and vision—especially ap- 
propriate as the store was embarking on its 
second half-century. 

Each window was treated practically alike. 
The large blowups in the backgrounds were 
in full color and were reproductions of 
beauty spots of the city. Each display con- 
tained smaller blowups of civic leaders. 
Below every photograph was a letter from 
the individual—statements of the future of 
the city as seen by the particular individual. 
The pictures and letters were obtained by 
our advertising director and the writer 
through personal calls. 

This series remained on view for an entire 
week, during which time no merchandise of 
any kind was displayed. But from the re- 
action of the public, expressed in many dif- 
ferent ways, we know that the institutional 
campaign was an unqualified success. 


—At the right are three of a series of 
twenty windows used by Joseph Apolinsky to 
express the store's confidence in the prog- 
ress of Birmingham— 





Institutional Displays 
Build Firm Friends 
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By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 
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Just Around Ihe Corner= 
Two Fine Selling Months 


Most merchants, now that the sultry days 
of mid-summer are just about over, are 
heaving deep sighs of relief at the approach- 
ing end of a relatively dull season and are 
looking forward with anticipation to the 
coming of autumn. For September and 
October, two of the year’s best selling 
months, are just around the corner; and un- 
like the prosperity which was always “just 
around the corner” back in the days of the 
depression, their arrival is not uncertain. 

Normally good months, September and 
October have a deeper significance this year 
since most economists have expressed a be- 
lief that an upward trend in business will 
have its beginning in the early fall, and that 
the latter third of the year will witness a 
great improvement over sales for the pre- 
vious eight months. While the simple turn- 
ing of a calendar page of course can not 
affect business, still many prominent mer- 
chants believe that the “boom” is due as pre- 
dicted. 

The importance of well-planned autumn 
promotions is clearly indicated, then, even 
if it were not for the fact that the last 
four months of the year produce about 424 
per cent of the annual volume in the aver- 
age store. Some few departments show a 
natural seasonal decrease, such as in sport- 
ing goods and luggage, but other sections of 
the store receive a greatly stimulated busi- 
ness. 

September itself produces about 8.3 per 
cent of the average store’s yearly business, 
ranking fifth among all months, and since 
Labor day comes relatively early this year— 
on September 5—most of the month is left 
to devote to the promotion of fall merchan- 
dise. 

Then comes October, which takes second 
ranking among all months of the year and 
produces 9.6 per cent of the average store's 
total volume of business for the year. Plenty 
of promotional subjects are to be found for 
this month of “bright blue weather.” Conse- 
quently special promotional efforts should be 
the rule on the part of top-ranking depart- 
ments whose past records show that they are 
high in popularity during this month. Five 
Saturdays during October—beginning with 
“moving day” on October 1—should add to 
the month’s volume in 1938. 

Fire Prevention week begins October 9, as 
does National Candy week. The world’s 
championship rodeo will be held in Madison 
Square Garden, New York City, from Octo- 
ber 10-30, affording a possible display tie-up 
with the event in many sections of the coun- 
try. Columbus day falls on October 12, 
with Girl Scout week beginning October 
30 and continuing to November 5. National 
Apple week has its start on October Jl. 




























—Autumn displays by Aubrey L. Maley, The 
Broadway, Hollywood, Calif. . . . Stewart 
Kintner, Fowler, Dick & Walker, Wilkes- 
Barre, Pa. ...L. L. Wilkins, Kerr Dry Goods 
Company, Oklahoma City, Okla.— 
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pany, Sheboygan, Wis.— 


Ghosts and goblins will of course put on 
their annual frolic on Hallowe’en, which 
falls on a Monday and will probably be cele- 
brated by most on the preceding Saturday— 
thus calling for Hallowe’en merchandise dis- 
plays a couple of days earlier than would 


normally be the case. 


The photographs illustrate how a number 
of displaymen have used effective autumn 
windows in the past. The first display on 
the preceding page was created by Aubrey L. 
Maley, The Broadway, Hollywood, Calif. 
Really two windows in one, at the left was 
shown an afternoon dress of black with a 
short jacket and accessories in black and 
coral pink. The background panel was of 
a lustrous black fabric, while the pedestal 
and figure were in coral; the grapes and 
leaves were in black. The right corner of 
the window displayed formals in sapphire 
blue, with silver sequins. The panel in the 
alcove was in dusty pink, and in front of it 
stood a tall urn in sapphire blue, with white 
plush leaves protruding from the top. The 


flamingo was in a matching blue. 


Second is a display by Stewart Kintner, 
Fowler, Dick & Walker, Wilkes-Barre, Pa. 
A white door against a cream and buff back- 
ground was used for this display of suits. 
The mannequin was placed on a rust-colored 
platform, while the floor was covered with 
black duvetyn. The drawing at the left of 
the figure was done in rust on white sketch- 


ing paper, with the details in black. 


The third photograph is of a display by 
L. L. Wilkins, Kerr Dry Goods Company, 
Oklahoma City, Okla. The striped back- 
ground was brown, peach-beige, and light 
buff. The large columns, caps, bases, and 
plateaus were in variations of peach-beige. 
The cluster of grapes was made of wine- 
colored cellophane, with the leaves in the 


same material in a golden shade. 


Blankets come in for their share of fall 
business, and the attractive window at the 
top of this page shows how Edgar S. Lieber- 
man, Rich’s, Inc., Atlanta, Ga., capitalizes 
on the demand for this merchandise during 
September and October. The blankets were 


in pastel shades. 


This is followed by another fashion dis- 
play by Stewart Kintner, using a white 
background with beige columns for black 
velvet gowns. The center grille was painted 
various shades of brown against white, with 
a strip of dark tan on each side. The plat- 
form on the floor was covered with black 


leatherette. 


Cream and buff formed the color combina- 
tion for the third display, also by Kintner. 
The recessed center section featured cat-tails 
(placed in tubes covered with cork) and wild 
ducks, Black duvetyn was used on the floor. 

With much attention being drawn to the 
subject of fall styles and fashion displays, 





—Blanket window by Edgar S. Lieberman, 
Rich's, Inc., Atlanta, Ga. . . . Second and 
third displays by Stewart Kintner. . . . Lin- 
oleum display at the H. C. Prange Com- 


it should not be forgotten that floor cover- 
ings also contribute a great deal to store 


income during this period. Displays starring 


this merchandise should not be ignored. The 
final illustration is of a Sealex linoleum en- 


semble window installed for the 
Prange Company, Sheboygan, Wis. 
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Dractice Brings Derfection 
To The Card Writer 


This article’s purpose is to discuss, very 
briefly in the limited space available, some- 
thing of lettering and its place in the display 
field—as well as to give some advice to the 
card writer, based on a good many years of 
experience in this particular kind of work. 

If the writer can instill into the reader 
the degree of self-confidence necessary for 
proper card writing visualization, for natural 
thinking and planning in the art of lettering, 
then it will have fully accomplished its ob- 
jective. 

To the student of lettering, let me say at 
once: Do not expect to be perfect immedi- 
ately. Always follow the method that is con- 
sidered to be the most practical and which 
includes the best features of good lettering. 
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By ARTHUR E. SKOLER, Vice-President 
Art Sign & Display Company, Newark 


And remember that it is practice that brings 
perfection. 

To assure your own advancement, accept 
no advice from too many well-wishers who 
set themselves up as experts and confuse 
you so much with their different styles and 
experiences that you become puzzled as to 
what a student must follow to become an 
outstanding card writer. Instead, seek the 
advice of only one or two—and be sure they 
are really experienced, recognized, profes- 
sional lettering artists and not merely stu- 
dents like yourself. This is important; fol- 
lowing the latter suggestion will mean much 
to you in the speed with which you progress. 

Always remember that the pencil is the 
power behind the throne, when definite action 
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with pen or brush is taken. For whether you 
are working out an idea or planning a lay- 
out, lettering style or design for reproduc- 
tion, it must first be outlined by your pencil. 
Thus the pencil becomes the means by which 
you present your creation to the world. 
With it, your thoughts must be put on paper 
to be analyzed and revised according to the 
dictates of your judgement. For this reason 








This is the first of a series of show 
card and lettering articles by Arthur 
E. Skoler which will appear regularly 
in DISPLAY WORLD. The complete 
group of articles will cover the sub- 
ject from hints and suggestions for the 
beginning card writer right through to 
the expert. The second article will ap- 
pear in the September issue. 








you must learn first how to get the best 
and the most out of your pencil. 

Your strokes, lines, and sweeps must be 
drawn so as to give your idea professional 
characteristics—if it is to be sufficiently im- 
pressive. You must be so adept with a pen- 
cil that each stroke you make is graceful and 
soft, with a nonchalant atmosphere. Espe- 
cially is this true if you are in that branch 
of the field where you must discuss a display 
or sign with a prospective customer. The 
important of this is made more clear when 
it is realized that the writer, in more than 
twenty-five years of work in this field, has 
made 90 per cent of his sales by the use of an 
ordinary five-cent pencil. 

That is why it is stressed that you must 
be patient and happy with the pencil, and 
not be too anxious to grab your pen or 
brush. Be sure that your cards are laid 
out properly and when you feel that they are 
right—and you are completely satisfied—then 
go ahead. Do not try to do a _ twenty- 
minute job in five minutes. If your design 
and layout call for twenty minutes, then give 
it that full amount of time. If you want 
a five minute card, lay it out that way in 
the first place. Cards are like ’most every- 
thing else in life—you get out of them only 
as much as you put into them. 

Do not worry because your strokes are 
irregular or crooked at times. As a student 
whose aim is to become an expert, that is 
to be expected. There are many professional 
lettering artists who are very weak on free- 
hand pencil sketching. The kinks iron out 
with continued practice and the gradual ac- 
quisition of technique. Haven’t you often 


—Arthur Skoler, whose work is shown on this 
page and the next, is recognized as one of 
the country's outstanding card writers. The 
variety and freshness of the examples of let- 
tering illustrated at the left should appeal 
equally to the beginner and the expert— 
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—At the right, Skoler shows practical exam- 

ples of the application of his lettering ideas 

to actual show cards for various items; in- 

cidentally showing that his method of hand- 

ling figures is on a par with his ability as a 
lettering artist— 


admired some rough layout sketch or design? 
The reason is because it has behind it the 
confidence of design, spacing, and profes- 
sional stroke which you as a student will ac- 
quire in time, with practice. 

The best way to “get organized” is simply 
to take your pencil in your hand and start. 
Relax. Then lay out your card or sketch 
and proceed always only at that speed which 
you consider best for your own particular 
work. After this is done, then proceed with 
the pen or brush—again limiting yourself 
to a speed which insures a good job. 

There are many styles of lettering, done in 
many ways, and every man who aspires to 
expert card writing should know the im- 
portance of when to change a particular 
style to fit a certain layout. He must put 
personality into his work. Every good let- 
terer is known by some particular outstand- 
ing quality and style easily recognized in his 
cards. 

However, the professional lettering artist 
of today—to be a highly successful commer- 
cial-reproduction or theatrical man—must 
adapt himself to all branches of the letter- 
ing profession, although specializing in one 
certain branch. 

Too many of our present-day letterers dis- 
regard the importance of legibility. They 
start off without a definite plan or style or 
color. Once in the middle of a job they be- 
gin to realize their mistake. To correct this, 
they add more color and design—and the 
results are unsatisfactory and the card has 
poor legibility. 

It should be definitely remembered that 
you must not lose patience with your work 
by criticizing each letter as you go along. 
This is very injurious to your confidence as 
a card writer or general letterer. If one is 
in this habit, it would be the writer’s sug- 
gestion that he stop and check each word, 
instead of checking each letter. Of course, 
this applies only to good work. Where 
cheaper, faster one-stroke-knock-out work is 
required, forget everything until the com- 
plete card is made. 

The above statements do not apply to re- 
production lettering. In that field each let- 
ter has a definite purpose and reason and 
must be judged according to design and 
purpose. 

Customers and employers are always look- 
ing for the man that is just a little bit bet- 
ter than the other fellow. Give thought to 
your layouts and spacing. Show care and 
confidence in your work. Put that touch of 
Professionalism and design in your work. 
Centralize your copy with plenty of breath- 
ing space. 

And last, but not least, be definite with 
your ideas. 





Virgil Ochiltree Leaves 
Shillito's, Cincinnati 

For the past two years first assistant to 
William Arinow, Shillito’s, Cincinnati, Ohio, 
Virgil Ochiltree has resigned his positon. 


His future plans have not yet been an- 
nounced. 





DISPLAY WORLD 





























DLSPLAY woeio 


AUGUST, 1938 


it°s The idea Ihat Counts 


By FRED WASSALL 


Walker Brothers Dry Goods Company, Wichita 








The success or failure of a display is often 
determined long before the merchandise and 
the setting are assembled in the window. 
Really, how much a display sells is deter- 
mined when the displayman begins to mull 
over thoughts of how best to show the ap- 
parel; on his selection of an idea hinges the 
final result. 


Thus the importance of the idea behind the 
display can hardly be exaggerated. Regard- 
less of its nature, it must make the mer- 
chandise stand out as the principal source 
of interest; background and arrangement 
must be complementary only, in spite of any 
originality or novelty of treatment given 
them. 

Sometimes a good idea for a display may 
seem somewhat unrelated to the subject of 
the window, as in the first illustration where 
a touch of surrealism has been used. How- 
ever, the touch of whimsy makes the mer- 
chandise stand out by very contrast. The 
idea for this first display was taken from 
one of my own surrealist paintings entitled 
“The Seven Flamingos,” which is the small- 
est point of interest in the picture. It de- 
picts a desert scene with a platform running 
through the bright yellow sand to an arch- 
way topped with a large hand. The strange 
clouds portray “harnessed nature.” The 
cactus in the foreground has two bright red 
blossoms; grouped in front are seaweed, 
seashells, and the bleached skull of a moun- 
tain goat on the horns of which is tied a red 
satin ribbon to symbolize “beauty in death.” 
The thought of the two chiffon dresses, one 
flame and the other blue, being in the desert 
is of course ludicrous—thus the thought of 
the display is to catch the attention through 
the appeal of a bizarre art in which “any- 
thing goes.” 


The appeal of the bright colors of Mexico 
was the basis for the second display. A 
brilliantly lighted Mexican street scene done 
in bright colored chalk on a white ground 
served for the background. In the left fore- 
ground was a gayly painted cart laden with 
serapes, pottery, and the like. The figure 
behind the cart was that of an old manne- 
quin with features built up with nose putty 
and stage make-up. 


With a promotion of “Kansas Tan” to do, 
it was natural to turn for an idea to a sub- 
ject of intense interest to any Kansan—the 
harvesting of the state’s wheat crop. The 
background, as shown in the third illustra- 
tion, was in sky blue, with the wheat fields 
in the distance done in brilliant yellow on 
wall board, which was appliqued to the back- 
ground. In front of this appeared four rows 
of actual growing wheat, with fans blowing 
from either side to give action. 


In each of these windows, as in all our 
displays, we tried to remember that “It’s the 
idea that counts’—whether closely related 
to the merchandise or whether so far re- 
moved from it that attention is arrested by 
sheer novelty. It is a slogan well worth 
bearing in mind. 
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isplays By Kneis 
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—Another group of Karl Kneis’ displays which won first awards at the recent International Association of Display Men's convention in Washing- 

ton, D. C., is shown above. Kneis’ deft background treatments and skillful arrangements of merchandise make his windows outstanding and very in- 

teresting to professional displaymen and laymen alike. It is very noticeable that each display is built around one central idea, and that full emphasis 
is given to the merchandise. The settings contribute the correct atmosphere, but it is the apparel that is featured— 
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Do Your Window Displays 
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Attract or Distract? 







All that a display of merchandise can do 
is to make a mental impression upon the 
person viewing it, but just how much value 
that impression will be to the store depends 
on the manner in which all details are han- 
dled by the display manager. 

The first function of the successful display 
is to attract attention. The next is to hold 
that attention, and the thitd and most impor- 
tant is to create an interest in the merchan- 
dise to the degree that there is aroused a 
will to possess that particular merchandise. 
“Old stuff!” Yes, I will admit you have 
heard this often, but a great many display 
managers still overlook this most important 
factor. 

Right here is where many a displayman 
goes wrong. All the effort he puts into the 
setting and presentation of the merchandise 
is lost if he has disregarded the selling 
factors that enter from many angles. Here 
are a few pointers which will expla'n just 
what I mean. 

Atmosphere, settings, artificial flowers or 
other decorations are all really attention-get- 
ting points in a display. They are not to 
be sold, but are used simply as an aid in 
selling. If the items mentioned predominate, 
or should the proper harmony be lacking, 
they have no value, since they attract atten- 
tion only to themselves, without creating any 
interest in, or desire to possess, the mer- 
chandise on display. 

To hear some observer say “Isn't that a 
beautiful window?” is not half as important 
as “What a beautiful garment! I must have 
it.’ The latter is what pays the display 
manager’s salary. Quite often a displayman 
in his effort to show his artistic ability will 


By G. ALVIN SMITH 
Display Specialist, New York City 















































succeed only in creating a confusion of men- 
tal impressions by his work. One way in 
which this occurs is by designing a half 
dozen different types of settings for the 
front. 

Imagine the difficulty of trying to grasp 
half a dozen ideas at one time, and you have 
the effect on a person walking around your 
store front, seeing a “Louis XIV” setting at 
one moment, and the next a setting of 
“Modern Art” or some similar type of dec- 
oration, while all the other windows are also 
d‘fferent. This is not being done in the best 
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stores any more, but it has been done. Con- 
tinuity is: the theme these days in all the 
better class stores when it comes to the 
window displays. 

A mental impression of a display or dis- 
plays, to be of value, must be clear and last- 
ing. A conglomeration of impressions can 
not make a single, outstanding picture. The 
more confusing the window the sooner will 
it be forgotten. The display manager who 
designs his settings with the idea in mind 
that above all there must be harmony, that 
his settings must mean something besides 
a display of artistic talents, will succeed in 
making the right kind of impression. 


For this month’s issue of DISPLAY 
WORLD I am presenting four sketches suit- 
able mostly for footwear displays. However 
certain revisions can be made in some of 
them and they can be used for millinery, 
apparel, etc., as seen fit. The autumn at- 
mosphere is injected into each setting 
through the use of artificial foliage and 
wheat head designs, which, as you will 
notice, are not overdone. 


An excellent setting for footwear is pre- 
sented in the first suggestion, the wheat head 
being used as the main decorative design, 
and also as a part of the utility composition. 
The large circle can be made to fit your 
window. It can be made from any of the 
wall boards on the market. Sufficient wood 
braces should be attached to the back of 
same to provide stability and to which the 
shelves at each side and the center overlay 
can be attached. The overlay can be cut 
from %-inch wall board, or fir plywood, 
while the design of wheat heads can be 
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painted on as shown. This circle rests on 
a triple-deck, oval-shaped platform which is 
surmounted at each end with a round pedes- 
tal. The platforms and pedestal are made in 
the usual manner with wooden frameworks 
over which thin wall board or profile board 
is applied. The two curved wheat stems and 
heads at each side which serve as supports 
for the shelves are cut from wall board and 
then reinforced with curved wooden strips 
attached to the backs. Buff, tan, brown, and 
gold make an excellent color scheme for 
this setting. A deep wine-colored curtain at 
the back will bring it out very forcefully. 
Another setting for footwear which is 
rather dynamic in design is shown in the 
second sketch. There is not much labor or 
expense involved in this setting; however, 
if it is worked out carefully it will make a 
most attractive set. A solid wall board 
backing is shown here, to be tooled or 


grooved 1 foot apart as shown. This is 
painted a suitable color. Placed out about 
1 foot from the background is a 3-foot 


circle made of wall board, which in turn is 
painted or covered with a suitable material 
and then attached to wooden braces to hold 
in position a foot from the wall. Copy or 
any suitable illustration can be placed there- 
on. An-artificial grape spray can be ar- 
ranged in the manner shown. The curved 
display section across the entire window 
from end to end is cut from wall board as 
illustrated. 

It should be placed about 6 inches from 
the back of the window at its narrowest 
point and then brought out to the front of 
the window within a foot of the glass so 
as to produce that “artistic sweep,” also to 
allow a better basis for the placement of 
footwear. You can set more shoes on this 
section or you can show eight or ten pairs 
in conjunction with copy at the top or base. 
This treatment would be especially good pro- 
viding one used an illustration on the disc. 
A grape spray can be arranged as shown; 
also place a double pyramid platform at the 
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side on which a quantity of pairs of shoes 
can be arranged. 

Simplicity is the keynote of the display at 
the top of the page—one that will make a 
very striking and practical set for showing a 
not too overcrowded presentation of the new 
autumn styles. The back panel is to be made 
in the regular way which in turn may be 
painted or covered with felt, duvetyne, or 
any other suitable material. The thickness 
of this panel should be at least 2 or more 
inches so as to provide the proper basis over 
which the shelves are to be attached, these 
to be painted in a contrasting color. You 
might start with a light color for the top 
one and then shade them down to deeper 
tones. The cut-out letters, which through 
the use of the foliage spray arrangement 
spell out the word “Quality,” make a pleas- 
ing treatment and soften the harsh treat- 
ment of the shelves. This set rests on a 


























low platform which is accompanied by a 
decorative circular shaped plateau placed at 
the extreme left side. 

The final sketch presents an idea for 
stores which wish to place strong emphasis 
on the first showing of the:new autumn foot- 
wear. A curtain is used as the backing, in 
front of which we show a mammoth autumn- 
colored white-oak leaf flanked by two 
smaller ones. These are cut from wall board 
and painted in brilliant colors. Artificial 
sprays of the same type oak aid in making 
an attractive setting. A curved shelf is 
attached to the large leaf, on which shoes 
are displayed. Copy in cut-out or painted 
letters completes the basic portion of this set- 
ting. Long rectangular-shaped plateaux and 
pedestals are also added. By placing several 
small reflector lamps back of this setting 
it is possible to produce a very beautiful ef- 
fect at night. 
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Inviting Interiors 
Help Make Sales 


There is a large field open today, more so 
than ever before, for the displayman who 
can show the retail merchant the value of 
modernizing his window backgrounds and 
store interior displays—especially the latter, 
for which there is a really great need. 

One can walk into many stores today and 
a first glimpse of the store layout and ledge 





A. S. Clark 


displays will be instantly convincing as to 
the need for sales producing displays and 
modern atmosphere. 

Naturally such improvements on the inte- 
rior can be carried out elaborately, includ- 
ing complete modernization, as typified by 
the two views of the remodeled John Wana- 
maker store to be discussed later. But store 
interiors can be made to look new and invit- 
ing at little cost, as well. 

For instance, golden returns can be had 
from dead and unproductive space above the 
ledges, if properly utilized. The average 
store, which in the past has made no use 
at all of its ledges, except for stock, can 


By A. S. CLARK 
Display Specialist, Philadelphia 


today have attractive department displays 
with considerable effect on sales—producing 
some definite ideas besides giving modern 
atmosphere, which is the trend today. In 
the sale of modern merchandise there is no 
alternative other than to have modern back- 
grounds and surroundings, if you expect to 
go ahead. And in these times when every 
dollar of volume counts, it is hardly advis- 
able to neglect anything which will add to 
income—especially if such improvements can 
be made for very little expenditure and with 
the actual designing and work being done by 
the store’s own display department. 

Of course, you will meet merchants that 
will first look only at the cost of such im- 








provements, but with a little sound reason- 
ing, some wall board, cut-out letters, and 
attractive, modern designing, you can make 
quite a showing for a moderate sum. The 
average merchant is always open for a new 
idea that will be sales producing. It is up 
to the displayman to be ready to offer such 
suggestions—in this case, creating a more 
inviting appearance on the interior. 

There is a vast difference in just installing 
displays, and in creating displays that will 
definitely increase sales. And, naturally, 
more thought must be given to the planning 
of such displays if they are to be helpful to 
the merchant and result in producing the de- 
sired increase in sales for the store. 


ye ae 
DLS TT ihe 


Another point regarding interior displays 
is that by modernizing the ledge display, as 
shown in the two pictures on the following 
page, which before was just space, is that 
you are putting across selling thoughts. Sec- 
ond, you can suggest the department, and 
finally you can portray a feeling of mod- 
ernity by color and design, which, after all, 
will show sharp returns for the expenditure. 

Regarding selling the merchant on mod- 
ernizing his store, we must consider that he 
is not a displayman and naturally finds it 
difficult, irom talk alone, to picture what the 
store would look like. I would suggest hav- 
ing sketches and illustrations of some mod- 


—Above is seen an especially designed 
Tourneur section as used by Strouss-Hirsh- 
berg Company, Youngstown, Ohio. Created 
by M. L. Black, and constructed under his 
supervision. ... At the left is a view of the 
made-to-measure department on the remod- 
eled main floor of John Wanamaker's. 
Touches of yellow and bright orange give 
highlights to the section— 
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—The first two photographs are of ledge 
treatments by A. S. Clark, serving to iden- 
tify departments, use "dead" space for dis- 
play, and- to brighten up the store through 
the use of color. . . . The lower picture 
shows the "Plated Silver" section of John 
Wanamaker's jewelry department— 


ern designs to show him. There are many 
useful spots in every store that can be made 
into attractive selling displays, and for the 
wide-awake displayman there is plenty of 
opportunity to go ahead and show the mer- 
chant that merchandise can be sold through 
a better type of interior display. 

For the department store displayman this 
is a chance to show the merit of his ideas in 
carrying out the improvements, as well as 
to make himself more valuable to the firm. 
And for the free-lance man there is a big 
field open for such endeavor, as smaller 
stores are more in need of better display 
than is the case of the larger stores, where 
the display department already exists and 
where its value to the store has already 


t 





been established. 

As mentioned above, the two photographs 
at the top of this page show how the ledge 
space can be utilized to good advantage. 
Now consider the beautiful “special shop” 
illustrated in the first photograph on the 
preceding page. This was created for the 
Tourneur cosmetics section of Strouss- 
Hirshberg Company, Youngstown, Ohio, by 
M. L. Black, the store’s display director. 
Aside from its beauty and ability to focus 
attention on one brand of cosmetics, it has 
considerable utility value as well, serving as 
a powder blending and make-up salon. Note 
the use of display niches at each side of the 
entrance, the use of cut-out silhouette let- 
ters, and the lighting in the entrance 
columns. 

The photograph immediately under the 
Tourneur salon shows a section of the mod- 
ernized main floor—completely devoted to 
men’s wear—at John Wanamaker’s. The en- 
tire floor is more or less made into “shops 
within a shop,” the illustration being of the 
made-to-measure clothing department. The 
finish of the recessed cases, where the 
lengths of suiting are draped on a slanting 
line, is yellow. This color is again repeated 
in the large Venetian blind hung at the 
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street window. At present, large hoops, fin- 
ished in bright orange, serve as display fix- 
tures for the draped fabrics shown in the 
units to the right and left of the blind. Cut- 
out letters—also in the bright orange—are 
carried around the hoops, these being cap- 
tioned “Made to Measure.” Concealed over- 
head lighting, using daylight lamps, is car- 
ried in the mirrored niches to either side 
of the slanting fabric cases. 

The modernized architecture and display 
theme carried cut in this entire main floor 
proved of such interest that official requests 
were made from Russia for complete details 
and photographs, so that a repetition of the 
plan can be considered in the construction 
there of the “largest store in the world”— 
occupying four city blocks. 

This Wanamaker modernization of course 
is a major remodeling project. How a por- 
tion of the jewelry department has been 
treated is to be seen in the final photograph 
on this page, emphasis being placed on iden- 
tification of various divisions of the depart- 
ment. 
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What Can The Chain Store Do 


To Improve Display? 


There are quite a number of chain stores 
that are modern and attach the proper 
amount of importance to their display de- 
partments. But in my estimation, as a gen- 
eral rule, it would seem that the balance of 
chains are about ten years behind time. 
They have installed modern accounting 
methods, new cash registers, increased news- 
paper advertising budgets, installed air con- 
ditioning . . . but what degree of moderni- 
zation did the display department develop? 
None! 


Getting down to the evils, bear in mind 
that a chain store display does not necessar- 
ily reflect the displayman’s talent . . . in 
most cases, he is merely following instruc- 
tions. Most of the grief originates at the 
home office. They continually flood their 
stores with sales promotions and as a result 
each store usually has the appearance of a 
circus. 


Let’s follow the usual experience of a 
typical displayman in the average chain 
store. He is all set to install a furniture 
display, when, at the last minute, he is noti- 
fied that a blanket event-will go instead! 
(Window schedules apparently are merely 
made to be broken.) He nonchalantly dis- 
misses furniture from his mind and proceeds 
to pack the window with blankets, streamers, 
posters, etc. A minor executive, who can’t 
tell a tint from a shade, will rush in and 
tell him how to do it, “ordering” this or 
that change, and with the authority to back 
his idea, however poor it may actually be. 
Your years of experience and art education 
mean nothing to this “embryonic” executive; 
he took a two months’ correspondence course 





By VICTOR M. CURTO 
J. C. Penney Company, Lansing, Mich. 


in sales promotion or something two years 
ago, and the display field suffered seriously 
when he turned to merchandising. 

So, blankets are then scattered all over 
the interior. Not a thought is given to their 
association with related items. Just picture 
the ledge in the men’s suit department loaded 
with blankets! That, dear readers, consti- 
tutes the average display in the average 
chain store of today. 

Great improvements could easily be made 
and will eventually be made in chain store 
displays. The chains have never offered any 


PEDOMETER TEST 


particular inducements for good display tal- 
ent... and what little talent they possess 
has been suppressed and discouraged in most 
cases. 

What happens when a chain displayman 
is allowed to use his ingenuity? If he is 
any good, he turns out modern work and 
then an independent store comes along with 
a better offer and an opportunity. What hap- 
pened to the large chain that retained a 
top-notch displayman to train their field 
force? He trained them so well that they 
received better offers elsewhere. The chain 
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felt the shortage and discontinued the train- 
ing. 

There can be no doubt that the organiza- 
tion heads are responsible for these deplor- 
able conditions. They are still laboring un- 
der the medieval belief in “pack ‘em in” 
display and attribute their success to that 
method. The antique notion has _ been 
pounded into everyone’s head and the gospel 
handed down from headquarters to the de- 
partment heads and thence to the dispiay- 
man. Sooner or later the displayman either 
quits in disgust or through necessity reluc- 
tantly accepts this doctrine as gospel and 
loses all his artistic talent and his judgment 
for the production of attractive displays. In 
time he becomes a mere “window trimmer,” 
getting nowhere, his ambition thwarted. 
Take the “T” stand away from him and he 
would be helpless. 

[Continued on page 41] 


—Modern chain store windows, as created 
by Victor Curto for J. C. Penney Company— 











wit 
bat 
it a 
wee 
hol 
plie 
8% 
Ber 
Wi: 
Sho 
age 
Sim 
At 


disp 
Sto 








er 








AUGUST, 1938 


Barbizon Contest 


Won By Wagner 

First prize of $100 in the Barbizon na- 
tional display contest, sponsored by Gar- 
finkel & Ritter, New York City, has been 
awarded to George H. Wagner, J. L. Bran- 
deis & Co., Omaha, Neb. Second and third 
prizes of $50 and $25 were won by D. M. 
Tice, Tepper Brothers, Plainfield, N. J., 
and E. Scudder, Ernest Grissom’s, Abilene, 
Texas. The following were winners of mer- 
chandise awards: J. W. Tarpey, De Jong’s, 
Inc., Evansville, Ind.; Paul G. Nilz, The 
Golden Rule, St. Paul, Minn.; John G. 
Erb, William Hengerer’s, Buffalo, N. Y., and 
Karl Kneis, Stix, Baer & Fuller Company, 
St. Louis, Mo. 





New Tube Lighting System 
Is Devised 

Lustron Lights, Inc., 114 East 32nd street, 
New York City, is introducing a new sys- 
tem of tube lighting for the advertising sign 
and display field. The new method is said 
to retain the advantages of a tubular source 
of light but does not require the formation 
of letters, words, or characters in a continu- 
ous line. Lustron letters are arranged and 
lighted individually in parallel, thus elim- 
inating unsightly crossovers and double- 
backs. A complete line of changeable let- 
ters has been standardized by the company 
in order to meet all requirements. Litera- 
ture may be obtained by writing the firm. 





Displaymen Go On Strike 
At Oakland Store 


Business operations were being continued 
“practically as usual” by Whitthorne & 
Swan, Oakland, Calif., early in August de- 
spite a strike involving seventeen local 
unions. Displaymen and show card writers 
were on strike, as well as some mem- 
bers of the service departments, and pick- 
eting was in progress by American Fed- 
eration of Labor members. Forty-four Oak- 
land stores are involved in the argument 
with the Retail Clerks’ Union, claiming that 
Whitthorne & Swan are being picketed for 
refusal “to sign a ‘memorandum agreement’ 
which would force all of their employees to 
join the union or lose their jobs.” 


Fleischer & Co. Markets 
Compact Turntable 

Novodom, a compact turntable running 
without wires and powered by a flashlight 
battery, is being marketed by Fleischer & 
Co., 12 West 27th street, New York City. 
It will run steadily for from four to six 
weeks on one battery, it is said, and will 
hold a weight up to 20 pounds. They are sup- 
plied with revolving discs of 5%4 inches or 
8% inches in diameter. 








Bernard Fagan 
With Baker's 
Formerly with the Palmer House Boot 


Shop, Bernard Fagan is now display man- 
ager for C. H. Baker Company, Hollywood, 





Simmons Appointed Assistant 
At Webb's, Glendale 
Shelby Simmons has been named assistant 


display manager for Webb’s Department 
Store, Glendale, Calif. 
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THERE ARE EXTRA DOLLARS in tHe Tit 


of some Sign and Display Men on this 


FIRST ANNIVERSARY 


of the Introduction of the Art of 


FLOCKING 





‘. 


J ust one year ago this month the Art of Flocking was formally 
introduced to the sign and display advertising industries at the 
Sign Show in Chicago. The keen interest shown at the very first 
demonstrations foretold the acceptance this new medium of art has 
enjoyed during the first year of its existence. 


Flocks Present New Business Opportunities! 


What new opportunities Flocks opened! What progress has been 
made! Screen processed and painted signs ... displays . . . show- 
cards ... posters ... backgrounds . . . exhibit booths . . . interior 
neon sign faces-—for these and numerous other purposes 
CLAREMONT FLOCKS have filled a new technique in creating the 
unusual. 


The soft, velvety, fabric-like finish which the use of CLAREMONT 
FLOCKS provide, add beauty, dignity and attraction value which 
cannot fail to instill irresistible interest. 


Hundreds have turned to CLAREMONT FLOCKS and have found in 
them the means of creating customer-interest, reducing sales resist- 
ance and commanding higher prices at little or no increase in cost, 
resulting in larger profits and satisfied, enthusiastic customers. 


Easy to Use---Economical! 


The Art of Flocking is easy to master either by the screen process 
method or use of the Air Brush when you use CLAREMONT FLOCKS. 
They are of just the correct texture, proper and uniform length to 
insure easy and effective applicaticn. The variety of Brilliant Colors 
is an inspiration. 


CLAREMONT FLOCKS in either Dyed or Natural Cotton, Wool or 


Rayon. are not expensive. In fact, they are extremely economical 
to use, as their price is low and small quantities cover large areas. 


Try Flocking with Claremont Flocks! 


Investigate the possibilities of this new art today. Try it on your 
next job and experience the thrill and satisfaction of producing some- 
thing truly outstanding. Then, too, Flocking puts EXTRA DOLLARS 
in the till for you! 


And, don’t forget—for Superior Quality and best results, specify 
GENUINE... 


CLAREMONT FLOCKS! 


e COTTON e WOOL e RAYON e 
DYED OR NATURAL—UNIFORM LENGTHS—BRILLIANT COLORS 


— SAMPLES UPON REQUEST — 


CLAREMONT WASTE MFG. CO. 


The Country's Leading Manufacturers 
CLAREMONT. NEW HAMPSHIRE 
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SEE FLOCKING DEMONSTRATION AT THE SHOW 
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Rich Settings Characterize 
Silk Forum Displays 


A parade of over 800 of the most important 
silks in the American market was reviewed 
a few days ago by a large assembly of piece 
goods buyers and merchandisers from all 
parts of the country. Silks shown in the 
west foyer of the Waldorf Astoria, New 
York City, at the second annual Fashion 
and Silk Merchandise Forum, under the 
auspices of the International Silk Guild, 
were valued at close to a half million dollars. 

Eighty-five fabric manufacturers collab- 
orated with the Guild to make it possible for 
buyers to get a complete picture of fall and 
winter trends in quality silks, many of which 
were “hot” off the looms and all of which 
are for autumn delivery. So new are the 
silks that in many cases manufacturers have 
not displayed these fabrics in their own 
showrooms. Others were rushed off the 
looms and through the dye vats far ahead 
of scheduled release date to make their de- 
but at the forum. Silk manufacturers made 
it possible to show highly competitive mer- 
chandise by good-naturedly banning them- 
selves from the exhibit which they were most 
anxious to see. 

“Quality Street”—display suggestions in 
street size windows—was a feature of the 
silk exhibit. The displays were designed by 
Irving Eldridge, R. H. Macy & Co., Dana 
O’Clare, Lord & Taylor, Jules Brodeur, 
Richard Hudnut, Inc.—each display manager 
for his firm—and Joseph B. Platt, Joseph 
B. Platt Associates. 

The 300th anniversary of Louis XIV, ex- 
pected to inspire ready-to-wear fashion for 
fall, was the theme of Eldridge’s window 
interpreting the elegance and luxury of this 
epoch. Rich and resplendent silk metals and 
silk taffetas spilled from the windows of a 
genuine Louis XIV sedan chair, forming a 


dramatic contrast to the beige silk and cot- 
ton velvet background. 

O’Clare also interpreted the luxury mode, 
choosing for evening the most sumptuous of 
silk metals. A window display mannequin 
draped in black silk sheer of oriental baya- 
dere with stylized leaf pattern in adhoc 
printing sat on the hip of a huge cut out 
silhouette of a dressmaker’s dummy. Glam- 
orous silk metals were draped around the 


figures and flower and jewel accessories sug- 
gested. 

One of the most interesting windows was 
done by Jules Brodeur, famous for his han- 
dling of fabrics and colors. Tube-like trees 
blooming with huge draped chrysanthemums 
of silk metals and two-tone silk taffeta in 


subtle pastel colors accented by brilliant 
butterflies was most dramatic and symbolic 
of the romance of period fashions important 
to this fall’s evening mode. 

“The Drama of Color—Pastels and Posi- 
tives” was used by Platt as a basis for pro- 
moting and selling the new fashion theme 
for evening. Figures were shown in silks 
destined for popularity such as silk jersey, 
novelty silk crepe, silk twills, silk satin and 
silk taffeta. It was suggested that similar 
display for piece goods featuring pattern 
dresses could be duplicated on department 
floors for display. 

In keeping with the current trend of man- 
nequin forms in the piece goods department 
and for piece goods window display urged by 
successful merchandisers in the morning ses- 
sion and indorsed by pattern company exec- 
utives in the afternoon session, the silk in- 
dustry punctuated their panorama of silks 
with models designed by Jean Spadea, Cora 
Scoville, Ruth Copeland and others. Lester 
Gaba’s “Cynthia” wore a bouffant blue silk 
lace evening gown of second Empire inspira- 
tion. The lace was patterned in 1830-1860 
“Dancing Lady” silhouette. Cora Scoville’s 
“Transparent Woman” and “Dancing Manne- 
quin” were also used with dramatic effect. 
The advance pattern dresses shown on the 
runway earlier in the afternoon during the 
fashion show were placed on the display 
models to suggest their use in interior de- 
partment display and store window display. 


—Upper right, a silk display by Jules Bro- 
deur, Richard Hudnut, Inc., using tube-like 
trees blooming with enormous draped chrys- 
anthemums of silk metals, and two-tone silk 
taffeta in pastel colors accented by brilliant 
butterflies. . . . Center, a Louis XIV display 
of luxurious silk metals and stiff silks. The 
sedan chair is an authentic relic. Display by 
Irving C. Eldridge, R. H. Macy & Co.... At 
left, a display by Dana O'Clare, Lord & 
Taylor. The mannequin is draped in black 
silk of oriental bayadere and sits on the 
hip of a cut-out silhouette of a dress- 
maker's figure— 
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the cost of making outstanding displays is so low that frequent 
changes can be made without exceeding even a modest display 
budget. 


Two Models—To fit every need and every purse. 


The Q1 CUTAWL 


A low priced model developed to 
meet the need of sign shops, de- 
partment stores and theatres which 
do not have sufficient volume of 
cutout work to justify the purchase 
of the K9A Cutawl. 


The K9A CUTAWL 


The all-purpose model for heavy 
duty, constant demand work. 
Faster and more powerful than 
the QI. Cuts up to 11 inches 
of wood or three layers of wall- 


board. 


FACTORY REBUILT MODELS 


We usually have on hand a wide range of rebuilt models. These are 
machines which have been traded in on new models under our liberal 
trade-in terms. All such machines are thoroughly factory reconditioned 
and, although attractively priced, they bear our standard new machine 


guarantee. 


EASY PAYMENT PLAN 


Cutawls are easy to buy on our monthly payment plan. Write at once 


for details and prices. 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST. 


CHICAGO, ILL. 








INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Il. 8-38 
Please send me catalog and details of your QI and K9A Cutawls and easy payment terms. 


USE THIS ee Pre 
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The Colorful Nomad shop 
Of The Bon Marche 
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Special interior “shops” of the type used 
by H. E. McLaren, the Bon Marche, Seattle, 
Wash., have proved a paying investment for 
many stores. Concentrating the customer’s 
attention on the purpose of the shop serves 
likewise to focus interest on the merchandise, 

“Several things are especially appreciable 
about the Nomad Shop in use at the Bon 
Marche. First might be mentioned the color- 
ful treatment given it by McLaren, with a 
vivid use of harmonizing colors. Next is the 
manner in which the shop itself is adver- 
tised by other displays in various spots 
throughout the store. 

For instance, the first photograph is of a 
window display calling the attention of 
passersby to the Nomad Shop. It should be 
mentioned that this picture was taken with 
the spotlighting as actually used in this and 
three companion windows, and hence is not 
as clear as the window really appeared. In 
each of these four displays the background 
was white. The rough planks which formed 
the door in the window shown at the left 
were “antiqued” and hung with tropical 
gourds, fruits, and the like. 

Another display in this series featured a 
Tyrolean setting, while the other two were 
worked out along Hawaiian and dude ranch 
themes, respectively. 

Along the front of each window (hardly 
distinguishable in the picture) was a wooden 
board running the full length of the window, 
with the words “Nomad Shop” in colored 
wooden beads. These four displays attracted 
a great amount of attention and drew many 
passersby inside the store to examine the 
shop itself. ; 

But before reaching the Nomad Shop their 
interest was further stimulated by a dra- 
matic setting which was used on the main 
floor, at about the center of the room, and 
over the stairway entrance leading to the 
basement and the Nomad Shop entrance. 
This setting is seen in the final photograph 
on this page. The large boat was skillfully 
made of compo-board and was highly real- 
istic. 

The center illustration serves as a sample 
of the display treatment followed on the in- 
terior of the shop, showing one of the ledge 
trims which give the arrangement its strik- 
ing color. The photograph shows a small 
reproduction of a Bragozzo fishing boat 
placed on an island ledge inside the center 
of the shop, the colors used for the sails 
following the brilliant tones found in the 
Italian fishing fleet which has become so well 
known this season through retail promotions 
throughout this country. 


—Not content with dramatic display treat- 
ment for the interior of the Bon Marche’s 
“Nomad Shop," H. £. McLaren, display 
director, follows through with a series of win- 
dow displays promoting the shop (for an 
example see the first photograph), as well 
as with settings on the main floor further to 
stimulate interest in the shop. The center 
illustration is of a colorful ledge reproduc- 
tion of a Bragozzo fishing boat used in the 
shop itself— 











Al 


_ 











38 


ised 
ttle, 

for 
ler’s 
rves 
lise, 
able 
Bon 
lor- 
ha 

the 
ver- 
pots 


of a 
of 

1 be 
with 
and 
not 
In 
und 
med 
left 
ical 


da 
vere 
inch 


rdly 
den 
low, 
pred 
cted 
any 

the 


heir 
lra- 
1ain 
and 

the 
nce. 
‘aph 
ully 
eal- 


nple 

in- 
dge 
rik- 
nall 
oat 
nter 
ails 

the 
well 
ions 





AUGUST, 1938 DISPLAY WORLD 


i 
TRIM 


THE NEW 
DISPLAY CORRUGATED 


YES - you can actually walk on it ... lean 
on it... bump against it... yet it’s surface 
will retain that original NU-TRIM decorative 
beauty. It has two or three times the life of 
ordinary Corrugated, yet it costs no more. 
That is good economy. 

Use it for flooring in windows, cases and 
counters. Cover walls, backgrounds and 


columns ... it’s beauty is without equal. 


Now 72 INCHES HIGH 


In addition to the standard 30, 48 and 60 
inch widths, NU-TRIM is the only Corru- 
gated with that extra value of a full 72” 
width - in rolls 6 feet high by 25 feet long. 
72" NU-TRIM is just the material for those 
high backgrounds and for full columns and 
pedestals. Made in Heavy Duty weight for 
those important jobs. 


PRINTED BACKING -A complete alpha- 
bet in 5“ letters, 2 sets of numerals, stars, 
leaves, punctuation marks, circles and 2 types 
of scallops running the entire length of the 
roll. The most complete backing sheet yet 
designed for making Cut - Outs. 


SHERMAN Paper Propucts CoRPORATION 


MASSACHUSETTS 


NEWTON UPPER FALLS 



































































































































Write Dept. 811 





COLOR BOOK Aa 


and Samples 



























ATTENTION 
DISPLAY JOBBERS 


In less than 60 days - 

NU-TRIM has proven 
itself the fastest grow- 
ing line in the country. 
Some territories are 
still open for distribu- 
tors. Write or wire for 
complete proposition 
and samples. 
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Modern Furniture Windows 
Embody Grace and Charm 














—Six excellently done furniture window displays by J. R. Stewart, Barker 
Brothers, Los Angeles, Calif. In the setting for china and silver at the 
upper left the scroll on the background bore an enlarged drawing of 
the flower used in the Spode "Prairie Flower" chinaware. . . . Next 
follows a bedroom—a portion of a large window divided into three to 
show different types of bedroom equipment. . . . Lower left, part of a 
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main corner window; the circular enclosure provided a splendid oppor- 
tunity to show porch or terrace furniture. ... Upper right, another of the 
three bedroom settings. . . . Right center, chrome merchandise against 
a lemon-yellow background and fixtures to match, using a large scroll 
and cut-out leaves on the back wall. . . . Lower right, fine Chinese dec- 
oratives against a similar lemon-yellow background and fixtures— 
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The Use of Flock 


By H. H. MENEFEE 
The Sherwin-Williams Company 
Dallas, Texas 


Flock (minute particles of ground cotton, 
wool, rayon, or silk) is applied very much 
in the same manner as flitters or rocks for 
beach effects. A slow-drying synthetic me- 
dium of the same color as the flock is 
brushed, dipped, or sprayed on the surface 
to be flocked, and then the flock is blown 
onto the sticky binder with a flocking gun. 
(This is a spray gun that has a large ori- 
fice and an air jet that is directed into the 
cup containing the dry flock.) The air that 
is forced upon the flock so agitates the ma- 
terial that it is easily blown onto the binder 
through the large orifice. It is the pressure 
with which the flock is blown on the binder 
that affords the proper adhesion, for the min- 
ute particles are partially embedded in the 
binder. This binder may be silk screened in 
any design, shape, or letter and_ then 
flocked, thus giving any desired shape or 
layout to the flocked portions of the dis- 
play unit. 

Flocking serves as an excellent finish for 
men’s half-forms such as those used for 
showing underwear, bathing suits, trunks, 
sport shirts, etc., also for hose and foot 
forms when used to show footwear of many 
colors. A flesh color used in the fall and 
winter shows a proper contrast between the 
form and the merchandise, and having a mat 
finish with an apparent depth to it, the finish 
has a tendency to shove the merchandise 
forward, thus creating more eye- and sales- 
appeal. For a good summer color a dark 
beige or tan is excellent, as it has the ap- 
pearance of a sun tan, thus enhancing the 
color and coolness of the summer merchan- 
dise. 


Many novel yet effective uses of flocking 
have been used in the past year by the dis- 
playmen of the Southwest, such as complete- 
ly covering real or artificial flowers with 
rayon flock and then abstractly accentuating 
them with an airbrush treatment. Blocks, 
pillars, columns, or fixtures flocked in plain 
colors and shaded on the edges or in the 
indentations with darker colors go far in 
adding grace and effectiveness to smart dis- 
plays. Large panels are flocked in neutral 
shades and appliqued with darker colored 
designs of the same type flocks. Sections of 
large-meshed wire or metal take on a dis- 
tinct change in appearance when flocked on 
one side with a light color and on the other 
side with a darker color. (This is a unit 
that can be put to many uses. Try it.) 
Large leaves cut from tin and bent into 
graceful shapes are rendered most effective 
by the application of a suitable color of 
flocking. As a good finish for the floor 
or shelves in the shoe, hosiery, or jewelry 
departments dark colored flocking makes a 
most effective covering. 

Christmas, which is just around the cor- 
her, holds in store many uses of flocking, 
such as white rayon flock on pine cones, 
snowmen, candles, snow flakes, and any set- 
ting in which there is a realistic snow 
scene. The bright reds, greens, blues, silver, 
and white flocks lend themselves most admir- 
ably to use during the holiday season. 
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FREE! a NEW CATALOGUE SHOWING EACH MITTEN 

DISPLAY LETTER ACTUAL SIZE. INVALUABLE IN 

CHOOSING THE CORRECT SIZE FOR A JOB OR IN 

SELLING YOUR CLIENT THE PROPER STYLE OF LETTER 
Mite tol 7; 








REDLANDS, CALIFORNIA 





2 Where te buy it 


@Korrect-Way Display Equipment 


@MANNEQUINS—FORMS 
@DURIGLO and LUCITE FIXTURES 
@STREAMLINED RACKS 
@MILLINERY HEADS 


@General Display Materials 


@LEATHERETTES—DISPLAY PAPERS 
@FLEXCRAFT—NU-TRIM 
@FABRICS—PLIOFILM—-MOULDINGS 
@SHOW CARD COLORS 














Materials - Fixtures 


GENERAL 
DISPLAW 


CORPORATION 


Sowen 
CINCINNATI, OHIO 











Write for catalogue and samples 


LARGE STOCKS —IMMEDIATE DELIVERY 
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Title Registered U. S. Patent Office 


Combined with 
MERCHANTS RECORD AND SHOW WINDOW 
issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 


H. C. MENEFEE, President. 
NATHAN SILVERBLATT, Secretary. 
R. C. KASH, Editor. 


OUR PLATFORM 

1. The Development of Window Display Adver- 
tising. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Appreciation of Display's Power in Merchan- 
dising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXxIll 
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The "Wages And Hours" Law 


And Its Effect On Display 

One hundred and twenty days after the sig- 
nature cf President Roosevelt, or approxi- 
mately October 25, the Fair Labor Standards 
Act (the so-called “Wages and Hours” law) 
will go into effect. Considered by many as 
the most important legislation since Blue 
Eagle days, and strangely reminiscent of the 
NRA in many ways, this act will affect some 
retail displaymen, some of those engaged in 
display installation service, and employees of 
many display studios. It seems timely, there- 
fore, to review the nature of the act and what 
it will mean to the field. 

In the first place, the “Wages and Hours” 
law seeks to establish a minimum wage rate 
of 40 cents per hour and to limit employees 
to a 44 hour week. As will be seen, the part 
pertaining to hours will concern the display 
industry more than the question of a wage 
minimum. The act applies to any concern 
engaged in interstate commerce or producing 
good for interstate trade. 

In setting the act in motion, an adminis- 
trator will be appointed by the president; he 
in turn will appoint a committee for every 
industry engaged in interstate commerce or 
making merchandise which will affect the 
flow of interstaté commerce. Each committee 
will have an equal number of individuals rep- 
resenting employees of the particular industry, 
the employers, and the public—one of the 
latter serving as chairman. Thus the com- 
mittees will function much as did the Code 
Authorities under the NRA. 

An attempt will be made immediately to 
establish a minimum: rate of pay for each 
industry of as near to 49 cents per hour as 
possible without materially decreasing em- 
ployment, but in no case lower than 25 cents. 
Whatever minimum is set will be raised to 
approach 40 cents as quickly as feasible, to 
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be determined by meetings of the committee. 
Furthermore, the committees may recommend 
minimum wages—not only for the industry— 
but for classifications within the industry. 

The establishment of the maximum hours 
to be worked, however, is a horse of a differ- 
ent color. As soon as the act becomes official 
then the 44-hour week goes into effect without 
further quibbling, and employees who must 
work overtime are to receive time and one- 
half. After one year the law will reduce the 
hours per week to 42, with a further reduc- 
tion to 40 the following year. It should be 
further understood that employees working 
more than the stipulated number of hours are 
to receive one and one-half times their regu- 
lar wage rate—not one and one-half times 
the minimum wage—for all overtime. 

Thus it will be seen that while the wage 
part of the act will have little effect on the 
display industry, the hours section will. 

However, industries that can prove a 
marked fluctuation in their periods of activity 
may secure permission to work their em- 
ployees for not more than 56 hours per week 
or 12 hours per day during a total of four- 
teen seasonable weeks—these occurring con- 
secutively or at intervals. 

If employees have a collective bargaining 
agent—one which is certified as bona fide by 
the National Labor Relations Board—with an 
agreement with an employer which calls for 
more than 44 hours per week without an in- 
crease in payment for overtime, then the em- 
ployer is not required to pay time and one- 
half for overtime, if no employees work more 
than 1,000 hours during any twenty-six con- 
secutive weeks. 

The minimum wages or maximum hours 
will not apply to the following, as referring 
to the display field: 

(a) Bona fide executives or administrative 
employees. 

(b) Professional employees; (this of course 
brings up the old, old question of whether or 
not displaymen are “professional” workers. 
As understood at present, however, the admin- 
istration of the act will not include display- 
men as professional employees). 

(c) Retail employees, if the greater part 
of the selling or servicing is intrastate. 

Since the terms of the act apply only to 
firms engaged in interstate commerce, or pro- 
ducing merchandise which will “affect the 
flow” of interstate commerce, it would seem 
that its regulation will apply to: 

(a) Displaymen employed by installation 
service companies doing a considerable por- 
tion of the work in more than one state (just 
what percentages of such work is required 
before the company is classified as engaged in 
interstate commerce has not been decided). 


(b) Employees of display studios which 
ship a considerable percentage of their fin- 
ished products to another state or states; even 
if they receive much of their raw materials 
from other states and sell within the bor- 
ders of their own state they may still possibly 
be classed as engaged in interstate com- 
merce. 

(c) Displaymen employed in retail stores 
located near a state line and selling to resi- 
dents of other states; (it should be remarked 
that no decision has been made regarding 
retail stores as to what percentage of their 
sales must be made in this way before the 
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store is considered as engaged in interstate 
commerce). 

Under the act child labor under the age of 
16 is banned in any occupation, or between the 
ages of 16 and 18 if in a hazardous industry 
or one detrimental to health. 


It is necessary for employers coming under 
the jurisdiction of the act to keep a record 
of wages paid, hours worked, etc. 

High fines and possible imprisonment are 
provided for anyone knowingly selling, ship- 
ping, delivering, or otherwise offering for in- 
terstate commerce goods produced by em- 
ployees being paid less than the minimum 
wage or working more than the maximum 
number of hours. Also a violation of the 
provisions of the act will make the employer 
liable to the affected employees for their un- 
paid minimum wages or unpaid overtime 
wages, plus an equal amount as _ liquidated 
damages—in addition to the employer being 
liable for employee attorney fees and costs of 
any action. 

It is clear that many different types of 
firms employing displaymen must determine 
whether or not they come under the terms of 
the Fair Labor Standards Act; many will not 
be able to do so immediately, but will have 
to await decisions by the administration when 
it begins functioning. Those which believe 
there is a possibility of their being affected 
should begin now to make their arrangements 
for the time when the act will become a law. 





A Display Studio Association 
Would Seem Logical 


Scattered here and there throughout the 
United States are many display studios— 
firms engaged in producing commercial ex- 
hibits, displays of special construction for 
retail firms, etc. They fill an important 
place in the industry and are increasing their 
status from day to day. But regardless of 
whether they are located in New York City, 
Chicago, Los Angeles, St. Louis, or Pitts- 
burgh, each organization is running up 
against much the same problems, and it 
would seem a logical step for them to form 
some sort of association which could be used 
for mutual benefit. 

For instance, there is the eternal problem 
of artwork and sketches submitted “on spec” 
to a possible client—speculative work which 
may or may not result in a construction job. 
In all fairness the client should be charged 
if he asks for sketches on a proposed job 
and then drops the matter, other things being 
equal. Otherwise the studio must charge the 
cost of the artwork to operating expense in 
some form and pass it on to other clients. 
But it would hardly be possible for a studio 
to commit itself to a policy of charging for 
speculative drawings unless others follow the 
same rule. An association would be very 
helpful in working out a general policy on 
this subject. 

Again, studios are sometimes called on to 
build an exhibit and install it in a spot 
hundreds of miles away. Through an asso- 
ciation it would be possible to pass this work 
on to another member on a_ cooperative 
basis. A hundred and one ways in which 
a display studio association could be of val- 
uable help to each member come to mind. 

It is at least a thought which deserves 
consideration and study by those concerned. 
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Decidedly New! 
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f U.S. Food Stores Should Profit 
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By Swedish Firms’ Example 


By OLAF JOHANSON 


Stibergs Livsmedelshandel, Gothenberg, Sweden 





























—Above are three modern Swedish displays in which food products are set off in an original 
and attractive manner. Many American food stores might profit by this example of how 
grocery displays are being dramatized in the Scandinavian countries— 











There can be little question but that Amer- 
ican display, as a whole, is recognized 
throughout the world as setting the pace for 
other countries ; the lavishness of your “spec- 
tacular” windows, the way in which dramati- 
zation is employed, the correlation of dis- 
plays with current events from all points of 
the compass—in practically everything you 
do, you do it outstandingly well. 

But there is an exception, and it is one 
which is immediately noticeable to a visitor. 
As a general thing, your food store displays 
are not at all in keeping with those of the 
rest of the retail field. One may pass down 
a street in almost any town or city in the 
United States and what does one find? 
Grocery displays in which cans are heaped 
up—always in pyramid form; windows look- 
ing almost as if the merchandise had been 
tossed in with a shovel; show cards showing 
plainly the scant attention given them dur- 
ing preparation; and no attempt at the 
slightest form of dramatization. There are 
a few exceptions, more noteworthy and 
marked because of their very isolation. 

As a suggestion, why do not more Amer- 
ican food stores—admittedly abreast of the 
times in other ways—follow the display ex- 
ample being set in Sweden? It surely would 
prove most profitable to them, for it is doing 
so for the Scandinavian firms that are giv- 
ing attention to dramatic food presentation. 
Such display is especially appealing to the 
better class of trade—those who buy more 
and better groceries than the average family 
—for dramatic display is a challenge to the 
mind as well as to the senses of perception. 

Nearly every kind of food has some ro- 
mantic or historic background around which 
it is possible to create a dramatic setting. 
For example, consider the lowly sardine. It 
is clearly seen in the first display shown that 
an ample quantity of the food is shown, with 
a variety of selection in price and size of 
can. But through the use of cut-out letters 
and waves, and an interesting arrangement 
of the tins on the floor, it is possible to 
set-off the sardines in attractive fashion. A 
cut-out figure of a fisherman holds a net on 
which the cans are placed, and an additional 
tie-up is made through a background blow-up 
showing a scene from “Heroes of the Sea,” 
or as it was entitled in your country, “Cap- 
tains Courageous.” The result is a window 
that catches and holds interest. 

The next photograph is of a window for 
five types of coffee, with large cut-out let- 
ters on the background to catch the eye. 
Note the curving “backgrounds” against 
which the bags of coffee are placed. 

And as a final example of what can be 
done with food display, consider the third 
illustration—for canned fish. Stylized fish 
on the poster-type background, an unusual 
arrangement of the tins—and you have 4 
display that stands out. 
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Kneis Wins Grand Prize 
In Palm Beach Contest 
At a meeting of the judges in the annual 
Palm Beach neckwear display contest in 
Chicago on July 11, Karl Kneis was unani- 
mously chosen as winner of the grand prize 
of $350 offered by The Weisbaum Brothers 
Brower Company, Cincinnati, sponsor of the 
national contest. Kneis’ display was in- 
stalled for Stix, Baer & Fuller Company, St. 
Louis, Mo., from which firm he recently 
resigned to become representative in the 
Southern states for three display firms. 

Others who participated in the sharing of 
the $1,500 given in awards were as follows— 
cities of 100,000 and over: first, $200, George 
H. Wagner, J. L. Brandeis Company, Omaha, 
Neb.; second, $150, William Arinow, Shil- 
lito’s, Cincinnati, Ohio; third, $100, Clement 
Kieffer, Jr.. The Kleinhans Company, Buf- 
falo, N. Y.; fourth, $75, H. W. Weaver, F. 
G. Clayton Company, Detroit, Mich.; fifth, 
$50, Dick Peterson, P. A. Meyer & Sons, 
Erie, Pa. 

Cities of less than 100,000 population: 
first, $200, E. C. Brown, Hughes Clothing 
Company, Appleton, Wis.; second, $150, D. 
M. Tice, Tepper Brothers, Plainville, N. J.; 
third, Mark M. Uhley, F. H. Weatherwax 
Company, Sioux Falls, S. D.; fourth, $75, 
E. R. Eppel, Moberly & Klenner, Blooming- 
ton, Ill.; fifth, $50, Joseph H. Marshall, 
George H. Wright Company, Huntington, 
West Virginia. 

The judging committee was composed of 
J. D. Williams, display counsel; A. Geist, 
editor, Apparel Arts and Coronet; Carl Ges- 
trine, Butler Brothers; Joe Brady, Chicago 
Daily News—all of Chicago; C. M. Shrider, 
A. E. Starr Company, Zanesville, Ohio, and 
E. H. Leaker, now with Stix, Baer & Fuller 
Company, St. Louis, Mo. 





Appointed National Sales Agent 
For "Roll-O-Frame" 

The Roll-O-Frame Company, Inc., 237 
Lafayette street, New York City, has ap- 
pointed Co-Operative Displays, Inc., 333 
East Eighth street, Cincinnati, Ohio, as na- 
tional sales agent for the distribution of the 
company’s new collapsible displays. De- 
signed for use as counter units and the like, 
and available in a dozen sizes, the Roll-O- 
Frame consists of a display card printed on 
regular paper rather than cardboard, this 
being held in a three dimensional frame and 
backed by an easel. The whole display is 
quickly and easily disassembled and_ is 
shipped, rolled, in an ordinary mailing tube. 


Change Of Name For 
Gasthoff's, Tampa 

The following announcement has been re- 
ceived from J. F. Gasthoff, Jr., Tampa, Fla.: 
“During recent years the trend toward the 
use of the name ‘display service’ has become 
general and this fact, coupled with erroneous 
reports to the effect we are not manufactur- 
ers, has led us to change the name of ‘Gast- 
hoff's Display Service, Inc.,’ to ‘Gasthoft’s 
Manufacturing Company, Inc.’ By this 
change we intend to end all confusion as to 
our actual status in our industry and eor- 
rect the belief that we are a ‘painting and 
Window display’ company. There has been 
no change in location, corporation, or firm 
members,” 
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promote them 


Cxciting ty wisn 
FAIRY 
FORMS 


than they have been in many a season. But shoe styles won t sell 





Yes ~ fall shoes 


are more _ interest- 
ing ..more feminine 


. . more alluring “ 


themselves. You have got to spotlight the new details . . popu- 
larize the new trends . . dramatize the influences that mark 


your stocks definitely “new for fall.” 


Fairy Forms will show clearly how really good looking “er 
how smart . . how flattering .. and how comfortable . . your 
shoes really are. Fairy Forms will make her say: “there—that’s 
the shoe I want. I’m going to buy in this store.” That's because 
Fairy Forms show the shoe smartly, dramatically on the foot. 
They make clear at a glance all the new beauty and details of 


the design. 





SHOE FORM CO. INC., AUBURN, N. Y. 
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Pia HOTEL PENNSYIVANIA 





THE STATLER HOTEL 
IN NEW YORK 
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ASSISTANT. MANAGERS DESH, . 


—At the left is the 
World's Fair display be- 
ing used in Statler hotels 
in Boston, Buffalo, Cleve- 
land, Detroit, and St. 
Louis. The unit consists 
of an open-face cabinet, 
4 feet high, mounted on 
a ‘lobby ‘stand: The try- 
lon and perisphere, theme 
design of the fair, re- 
volve against a deep 
blue background, thus 
adding motion to the dis- 
play. On the face of the 
cabinet is lettering ad- 
vertising the Hote! Penn- 
sylvania. Displays by F. 
C. and D. W. Platt, New 
York City— 






























—The modern touch is the keynote of 
this new Philco floor display for its 
1939 radio models. indirect lighting is 
used. The two sides of the display are 


easily adjustable and can be con- 


tracted or 
store requirements. 


expanded according to 


The side wings 


are detachable. Color scheme for the 
background, white and blue— 


—The Cliquot Club Company, Millis, 
Mass., recently began to market Cli- 
quot Club ginger ale in cans. To help 
promote the new package, an attrac- 
tive display, designed and made by 
Gair, is used. Without unnecessary 
text, the display helps identify the new 
can as a Cliquot product and carries 
along the idea of convenience for re- 
frigerator storage— 


—Hiram Walker is using to good ad- 

vantage the d'splay shown below, to 

push the drive on gin as a summer 

drink. Constructed with four panels, 

the display is colorful, gay, and por- 

trays different summer activities where 
gin drinks are in demand— 


MNIRAM WALKER GINS 


—The B. F. Goodrich 
Company is introducing 
a new inner tube which 
seals punctures automati- 
cally. To push the sale 
of these unusual tubes, 
dealers will be supplied 
with the flasher unit 
shown. Created and pro- 
duced by the Strobridge 
Lithographing Company, 
Cincinnati— 


—lIvanhoe Foods, Inc., 
pushes the firm's products 
by a floor display stand 
designed and made by 
Robert Gair Company. 
Mayonnaise jars in two 
sizes, salad dressing jars, 
and cans of "Redisalad" 
are displayed— 
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An entire seamless background 
9 feet and 7 feet wide in five 
high styled colors and white. 





T. M. Reg. App. for 


It costs less than unframed and unpainted wall board and has no seams. 


BimmaBLISS DISPLAY 


Color Book and Prices on request 


BLISS DISPLAY CORP., 460 W. 34th STREET, N. Y. C. 
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Schenley Calls On Display 
To Lift Summer Sales 






DON'T TRUST FISHERMENS LUCK 
2° “Take SCHENLEY'S 
**. Golden Wedding 
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That the Schenley Products Company, Inc, 
New York City, has long been one of the 
most display-conscious of all national adver- 
tisers is becoming increasingly well known, 
The excellent use of display material has 
contributed in no small way to the firm’s 
success. By a steady, consistent use of dis- 
play at the point-of-sale Schenley has built 
demand for established brands, as well as 
using the same medium to introduce new 
lines from time to time. Furthermore, by 
tying-in display with the national publica- 
tion advertising of the company the total 
sales value of each has been materially 
increased. 

Many firms in varied lines of business find 
that the three summer months are usually 
a bit dull, and the liquor industry is no ex- 
ception. In attempting to combat this sea- 
sonal slump, this year Schenley is turning to 
display to stimulate normally retarded sales. 
The company’s reasoning behind the current 
campaign is that almost all Americans enjoy 
sports in one form or another, and during 
the summer—which is also vacation and play 
time—they are more keenly conscious of 
sports than ever since they have more of an 
opportunity to participate in games rather 
than occupy their usual role of spectator. 
Many of these same people find another 
form of summer enjoyment in cool drinks in 
which liquor plays a part. Schenley’s ob- 
jective is to bring the two together. 

The method selected to accomplish this 
aim is a nation-wide window display con- 
test designed to focus public interest on a 
combination of sports and drinks. Hence the 
company is offering valuable prizes for the 
best window display tying-in sporting goods 
—any articles in any way connected with 
summer sports, even including picnicking— 
with Schenley liquors. The contest is open 
to Schenley displaymen everywhere. Five 
awards will be made, one for the winning 
window in each of the firm’s four major mar- 
keting divisions of the United States, and a 
grand prize for the “winner of winners.” 


The contestants are being strongly urged 
to think up and use their own ideas for the 
tie-in, but by way of a line on what is 
wanted, Julius Sack, Schenley sales promo- 
tion manager, has made the following sug- 
gestions: 

“1. Set up an appropriate Schenley display 
in the window of a sporting goods store. 

“2. Install a fishing display, or similar 
sports setting, combined with Schenley items, 
in the window of a liquor store. 

“3. Remember that a modest window 
tie-up in a prominent well-known store will 
count more in your favor than a huge win- 
dow tie-up in a poor location.” 


With the Schenley sports window display 
contest, and other aids to boost sales. the 
“good old summer time” of 1938—far from 
being the slack season the three hot weather 
months usually are—should show a decided 
sales increase. 
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Second Annual Window Show 
Planned By South Bend 

At their meeting on August 4 at South 
Bend, Ind., nfembers of the Northern Indi- 
ana Association of Display Men made plans 
for the second annual window show and ex- 
position to be held the evening of September 
15. Committees appointed by the club will 
work with representatives of the local Asso- 
ciation of Commerce in preparing for the 
event. More than $325 in prizes will be 
awarded displaymen whose windows are se- 
lected as winners in the display contest 
which will feature the evening. 

Automobile dealers are to be invited to 
show their latest models in the middle of 
each city square, and practically all retail 
firms have signified their intention to par- 
ticipate. Newsreel cameramen will be on 
hand to take action shots of the crowds. 

A similar program staged by the N. LI. 
A. D. M. in 1937 was very successful. 





Displayvertising Company 
ls Formed In East 

Simultaneously with the announcement of 
the formation of the Displayvertising Com- 
pany, Easthampton, Mass., comes the an- 
nouncement that the firm has been appointed 
exclusive distributors in the display field for 
“Micacrystal.” HH. Lesnow is president of 
the new company, and L. R. Schroeder is 
secretary. 

The Micacrystal Company has recently 
developed a special decorative chenille flock- 
ing and tinselling process in snowflake, star, 
medallion, and other designs suitable for the 
display field. Micacrystal has an interesting 
light refraction due to its crinkled appear- 
ance, and can be used without pleating or 
draping. 





Kneis To Represent 


Manufacturers 

Karl Kneis, who for many years was with 
Stix, Baer & Fuller Company, St. Louis, Mo., 
and whose displays for the past two years 
have carried off top honors in the annual 
photograph contest of the International 
Association of Display Men, will in future 
represent Greneker Studios, New York City; 
Display Products, Inc., St. Louis, Mo., and 
Oltman’s, Omaha, Neb., traveling throughout 
the southern states. Kneis resigned his posi- 
tion at Stix’s as of August 1. 





Jack Dean Wins 
Coast Contest 


Jack Dean, Brooks Clothing Company, has 
been announced as the winner of a $25 first 
prize offered Los Angeles, Calif., display- 
men for windows installed in connection 
with the recent Fall Market Week sponsored 
by the apparel manufacturers of southern 
California. Second and third prizes went to 
Harve Pettit, Robinson’s, and Glen Baugh, 
Silverwood’s, respectively. 





P. K. Howell Rounds Out 
Decade With Hertel's 

P. K. Howeil recently entered upon his 
eleventh year as display manager for Her- 
tel’s Department Store, Pasadena, Calif. 
Before joining Hertel’s, Howell was with 
The Crescent Company, Spokane, Wash. 
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—install it with 


KLING-TITE 


OURS EARLIER—with more 

selling hours and more sell- 
ing power — windows can be 
put into "sales action" with 
the Kling-Tite Automatic 
One-Hand Tacker! Sim- 
ply hold Tacker in one 
hand—grip the han- 
dle—and, zip! zip! 


POINT-OF-SALE 
ADVERTISING, 










fast as you grip 
it drives slen- 
der, pin- 
Pointed 
Tack- 
Points, 











Tacking merchandise on 
backgrounds—covering panels and shelves— 
tacking up posters, indoors and outdoors— 
are a few of the many practical, every-day 
uses of Kling-Tite. 


Kling-Tite effects a distinct saving in time, effort 
and materials. It is standard equipment with lead- 
ing displaymen, sign men and salesmen—everywhere! 
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Model T-3 
Kling-Tite 
One-Hand Tacker 























LING-TITE dressed windows are 
better! They're neater—mecre at- 

tractive—more effective. In close quar- 
ters, cramped corners, or on narrow steps 
or ledges—this handy, compact, self-con- 
tained device does its work. 


cards—installing 


Write for details! 











A.L.HANSEN MFG. CO. 





5041 Ravenswood Ave., CHICAGO, ILL. 





K. & F. pioneered in the development of the 
Photomural — put into it over one thousand 
years of combined photographic experience. 
That's why we say: ‘Thar’s Gold In Them Thar 
Walls.’ And you can participate. We will co- 


KAUFMANN 


425 South Wabash Avenue 





In Them Thar WALLS 





operate with you in incorporating photomurals 
in your commercial displays with the end in 
view of making them distinctively — superla- 
tively —and profitably effective for you and 
your client. Write us today. No obligation. 


& FABRY CO. 


CHICAGO, ILLINOIS 
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—This squared-off drawing will facilitate the 
reproduction of the panel shown in the back 
to school display at the left. An excellent 








effect can be obtained by cutting out the 

girl, lamb, trees, and schoolhouse and ap. 

pliqueing them on 1%4-inch blocks attached 
to the center panel— 
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—The large (7 feet high) books and book platforms are constructed of wall board on a 
wooden framework. The pencil is 48 inches in length, made of a 3-inch diameter card- 
board tube with a round paper cone for a point. The tube is to be covered with bright 
red paper, with a gold paper ring at the end. "Mary's little lamb" following her to school 
in an effective design for the center backboard panel, which has a border of 8-inch width 








Al 





white pine— 




















—Above is a ledge display that will lend 
autumn atmosphere to any store. Again the 
tree, house, and orange sun can be cut out 
and stepped-out from the panel by mount- 
ing on blocks. Decorations in yellow and 
brown, with orange cut-out lettering— 
































—tThe falling leaves and winds of the coming season are realistically portrayed in ‘this 

design. The wall board tree is appliqued to the background. The tree can be decorated 

in brown. Try cutting the leaves out of 34-gauge sheet copper, using an ordinary pair of 

shears. Note the novel interlocking multi-purpose platforms. Decorate in brown and 

yellow with orange trimmings. Strong lights hidden behind the lower portion of the tree 
will supply a beautiful indirect lighting effect— 
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| Accent on 


COLOR 


(In EFFERVESCING action) 


Here’s a New and Beautiful 
MEDIUM for Expressing It! 


Be among the first to 
realize the SALES PO- 
TENTIALITIES inherent 
in this b-u-b-b-l-i-n-g 
GIANT CHAM- 
PAGNE GLASS when 
used to stimulate buy- 
ing of such vivid items 
as new color fashions 
in wearing apparel be 
they party gowns or 
simple frocks, tropical 
clothes for the South- 
ern resort suns, or 
white ties and tails 
“after six." Lends rare 
tone to drinking ac- 
cessory, cutlery and “sportish" exhibits. 





Any color shade is reproduced by adding a 
pinch of vegetable dye. Thus you can effect 
a perfeet tie-in with any new color groups. 
WINE is dominant this season! 


Glass 20” tall, 13” across top, with a 9” 
hollow stem from which bubbles rise to top. 
Price $35 A. C., $45 D. C. 


Universal Novelty Products Co. 
65 Madison Ave. New York City 








invites you 


to visit their handsome 


Cyrille Steiner Studios. 





JAS. B. WILLIAMS, ine. 


NEW AIR CONDITIONED 
SHOWROOMS and view a procession 
of New Ideas for DISPLAYS 


that will sell the whole store. 
New mannequins by Cora Scovil. 


New glass and metal fixtures by 


JAS. B. WILLIAMS, ine. 


498 SEVENTH AVE., NEW YORh 





























"Handwriting" Displays 
Create Interest 

An entertaining tie-up between feminine 
script and summer fashions was used in the 
Bergdorf Goodman, New York City, window 
displays recently. Miss Dorothy Sara, well- 
known New York City graphologist, provid- 
ed the handwriting samples. There were 
seven windows, with a different type of 
handwriting in each window. In one was a 
letter written by a woman with musical 
talent, in another a sportswoman, another a 
charming hostess; the battery of displays ran 
the whole gamut of femininity. 

A large scroll was placed in each window, 
on which was attached the letter for the 
particular type, together with Miss Sara’s 
searching analysis of the characteristics and 
her suggestions for clothes to suit that char- 
acter. 

The stationery on which the letters were 
written were chosen to type from the Berg- 
dorf Goodman stationery stock. The clothes 
followed the suggestions given in each 
analysis. A steady stream of people passed 
from window to window, scrutinizing each 
handwriting and the analysis—every woman 
trying to find her type represented, and every 
man trying to understand woman’s vagaries 
through the handwritings. 





R. L. Pearcy Joins 
Rollman's 

Formerly with the William H. Block Com- 
pany, Indianapolis, Ind., R. L. Pearcy has 
joined the Rollman & Sons Company, Cin- 
¢innati, Ohio, as display manager. 


Invitation to Inspiration 


Sanderson Wood Reproductions cre 
ideal for display backgrounds, show case 
linings, display cards, ete. 


Write for a complete sample book in- 
cluding different grains and colors. It 
will suggest many uses for these inexpen- 
sive natural wood papers. 


Sanderson Products, Inc. 


48 West 48th Street 





New York 








IMPORTED DOMESTIC 


CORDUROYS 
VELVETEENS 


RAKO SEAL 


A NEW LUSTROUS PLUSH 
AT AN UNUSUAL PRICE 


Specializing Exclusively in These Fabrics 
Wholesale Only—No Cuts 


J.C. SIEGELMAN CO., Inc. 


11 EAST 22ND ST. NEW YORK, N., Y. 

















We Specialize in 


FRAMES and 
MOULDINGS 


Chrome, Copper or Brass Finish; also, Zinc or 
Wood in Colors. A full line of Chrome Mould- 
ings constantly on hand. 


F. J. Ernewein Company 


THE HOUSE OF QUALITY AND SERVICE 


Established 1912 
23-25 DEMOND PLACE BUFFALO, N. Y. 











« « « When Writing Advertisers Please Mention DISPLAY WORLD » » » 














NEW DENNISON 
DISPLAY MATERIALS 
FOR, CHRISTMAS 


Distinctive Designs 
in brilliant colors. 


- 2 


Unique display sets, attractively de- 
signed panels, printed cut-outs and 
realistic background materials—all 
are presented ir brilliant colors in 
the new Dennison 1938 Christmas 
line. 


Unusual, fresh ideas coupled with 
experienced, practical designing; 
strong yet harmonious use of colors; 
modernism for those who demand 
it, and favorite, time-honored sym- 
bolism for conservative tastes; — 
all these qualities are combined in 
the new Dennison line. 

See your display jobber. Also, mail 
the coupon below for a copy of the 
24-page catalog “Dennison Deco- 
rating Materials for the Christmas 
Season 1938." The illustrations are 
in full colors. 


DENNISON Mfg. Co. 


Framingham, Mass. 


ee 


Gree! 
NEW 
CATALOG 
IN COLORS 







clip coupon 
for your copy 


Dennison Mfg. Co., 
Framingham, Mass. 
Dept. DW 


Send me your free catalog No. 378 showing 
your new Christmas decorating materials in 
full colors. 








City 
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Every displayman is anxious to better 
himself and get a better job, but the poor 
sportsmanship and unethical methods em- 
ployed by some displaymen do them more 
harm than good. A displayman who sits 
down and writes a number of letters to store 
presidents, disregarding the rights of his 
fellow displaymen who are employed by these 
firms, is building his chance for advance- 
ment on a poor foundation. In the first 
place, executives do not like this practice, 
and in many cases the letters are turned 
over to the display manager. Those who 
do not receive them from the front office can 
be assured that they have been put on file or 
destroyed. 

Nearly every good display position in re- 
tail stores today is being attacked from the 
outside. Recently, one well-known display 
manager, doing an outstanding job for his 
firm, asked the president of the firm for a 
raise. He was surprised to see the president 
pull a large stack of applications and photo- 
graphs from his file. He politely explained 
to the displayman that many good men were 
seeking his job and all of them were willing 
to work for less, so, therefore, he could not 
grant him an increase. 

One Illinois merchant does his display 
manager an injustice that can be traced to 
this practice. When a job-seeker comes to 
him and offers’ to decorate his windows 
cheaply, he calls in his present displayman 
and asks him if he can find this man a dis- 
play job. This has occurred a number of 
times and the displayman has come to feel 
that an axe is being held over his head and 
he dares not ask for an earned increase in 
salary. 

Helping a man get a job when he comes in 
the store looking for yours isn’t an easy task. 
It would be far easier to take him out in 
the alley and give him a couple of rights to 
the jaw. Going after another man’s job 
without an opening having been provided by 
the executives of a firm is a punch-drunk 
practice and the sooner it is ended, the 
quicker display will advance. Fight for a 
better job, yes, when the opportunity pre- 
sents itself through the right channels—but 
don’t hit below the belt. 





When the opportunity for a better position 
comes to you through an advertisement, 
word-of-mouth mention, or through an 
agency, remember that your prospective em- 
ployer is not interested in your troubles. 
He probably has ten troubles to your one. 
Your family responsibilities or your doctor 
bills are not the fault of the one you are 
hoping will employ you. Never talk against 
your former employer or attempt to alibi 
for losing your last job, if you did. One of 
the first things any employer wants is loy- 
alty in his employees. No executive wants 
a displayman who thinks the world is against 
him. If you can not talk well of your ac- 
quaintances, it is better to hold your tongue. 
Bringing yourself into an interview with a 
well-pressed suit, slick haircut, and shining 
shoes is okay, but if you plaster on a gloomy 


look and your eyes are glassy don’t be sur- 
prised if he only takes your name and phone 
number. 

Character and personality have procured 
more display positions than photographs of 
windows. Pushing a large stack of photo- 
graphs under an executive’s nose and begin- 
ning a long spiel about how you used leath- 
erette on the background of this one, and 
how you used fish net in the foreground of 
this, is the bunk and it will rarely, if ever, 
get you a job. 

This way would be far more successful: 
Take ‘six or eight photographs of the lines 
this merchant has in his store and have the 
results of these displays in your mind. Show 
him the first display photograph, for ex- 
ample a display of shirts, saying: “This 
window sold seventeen dozen shirts in three 
days. The idea was simple, and it cost ap- 
proximately $7 to install.” Let him take a 
good look at the window; don’t say a word 
until he lays it aside, then hand him the next 
one, with: “Here is a real selling idea; this 
display sold twenty-seven dresses without 
an advertisement.” If your interviewer seems 
interested, and of course he should be, show 
him a few more examples of your work, but 
under no condition show him all you have 
unless he asks to see more. Remember he 
is doing the interviewing, not you. In brief, 
sell yourself by showing displays that sold 
merchandise. Next month watch for the sal- 
ary angle of an interview, which in most 
cases is always the hardest hurdle to over- 
come. 





If your fall display budget. is about $1,900 
—just remember that that is the cost of one 
full page in Harper’s Bazaar, which has a 
circulation of 190,000. Your Christmas bud- 
get may run higher, perhaps $6,300, which is 
the price of one full page in Good House- 
keeping, with a circulation of 2,210,835. A 
good, well-paid display director should make 
$8,500 a year, but this figure is what The 
Ladies Home Journal charges for a full page 
with a circulation of 2,981,000. In a smaller 
town a displayman may earn around $1,880 
a year, which is the price Vogue gets for a 
full page, with a circulation of 205,000. If 
Good Housekeeping were paid in proportion 
to Harper’s Bazaar, reader for reader, it 
would charge about $20,000 a full page 
which by the way is practically tops in dis- 
play salaries. 

These four magazines each month give the 
displayman a vast amount of practical knowl- 
edge for his displays and it is the wise man 
behind the glass who ties-in his ideas with 
those so ably submitted in these publications. 
This month we salute Laszlo Gabor, dis- 
play director, Kaufmann’s, Pittsburgh, Pa., 
for his fine tie-in with a splendid article by 
Wilhela Cushman, fashion editor, the Ladies 
Home Journal, entitled, “The Journal Covers 
A Wedding.” The Journal staff thought 
enough of this series of displays to present 
it in a beautiful brochure. I am sure every 
displayman who received it enjoyed seeing 
the clever way Gabor created his displays, 
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Oliver Johnson, popular display director 
of Zahn’s, Racine, Wis., packs a lot of 
thought and truth in this sentence sent me 
recently. “The average store wastes their 
display director with trivial and petty jobs, 
whereas, the display director could play an 
important part in the merchandising plans 
of the store.” Right you are, and every 
displayman knows the time he wastes doing 
minor things that should be turned over to 
others. Display departments do jobs that 
have nothing to do with display, such as 
installing light bulbs, laying linoleum, run- 
ning errands, helping on the delivery trucks, 
washing windows, and painting the flag 
poles on the roof. The sooner store execu- 
tives learn to let the display department 
function as a highly important cog in the 
scheme of merchandising, the sooner profits 
will climb. Displaymen in every store should 
be kept constantly busy on selling merchan- 
dise by displaying it attractively before the 
customers’ eyes. Leave the petty jobs to 
those less capable. 





A merchant recently came hurrying out 
of his store and pulled up alongside his 
display manager and a friend standing on 
the street. The displayman had just finished 
an attractive display and was looking it 
over. The merchant had something very im- 
portant to tell the displayman because he did 
not even notice the new display in the win- 
dow. Instead he blurted out, “Do you think 
you will be able to grease the elevator now?” 





Wagner Wins Kover-Zip 
Display Contest 


Waldes Koh-I-Noor, Inc., manufacturer of 
the Kover-Zip fastener, has announced the 
winners of the firm’s latest display contest. 
One hundred and twenty-five stores sub- 
mitted photographs. The winners were, first 
prize, George H. Wagner, J. L. Brandeis & 
Co, Omaha, Neb.; second, Miss Fay W. 
Fallin, Pizitz Dry Goods Company, Birming- 
ham, Ala., and third, E. J. Rose, Foley 
Brothers Dry Goods Company, Houston, 
Texas. 





Change Of Location 
For Universal 

Universal Window Display Service, Inc., 
has moved its main offices to 16 Pitkin street, 
New Haven, Conn. A branch office will be 
maintained at 134 Allyn street, Hartford, 
Connecticut. 





Leroy Bicknell Opens 
Show Card Studio 


Leroy Bicknell, for many years in charge 
of the sign department of the Mabley & 
Carew Company, Cincinnati, Ohio, has 
opened his own show card studio at 233 
East Fourth street, Cincinnati. 





Stewman Display Manager 
For New Sears Store 

Formerly with Malcomb & Brock Com- 
pany, Bakersfield, Calif., W. H. Stewman has 
become display manager for the recently 
opened store of Sears Roebuck & Co., of the 
Same city. 
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YOUR HANDS 
ARE ALL T 
YOU NEED! 




























Here's a brand new development 
that will save you time, labor and money 
. and give you far more effective windows in the 
bargain. With your hands alone, you can bend and form FLEX- 
CRAFT into practically any desired shape, due to its special pre- 
cutting, (patent applied for). Its double-wall construction withstands 
normal folding and refolding. FLEX-CRAFT is self-supporting and 
requires no frames or braces. You can get this distinctive display 
board in 16 attractive colors. See your display jobber at once about 
FLEX-CRAFT. 


WRITE TO DEPT. DW FOR FLEX-CRAFT 
IDEA BOOKLET AND DESCRIPTIVE FOLDER 


Demnsow 


FRAMINGHAM MASSACHUSETTS 
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For FALL MILLINERY SHOWING 
In Unbreakable “Rubberlite” 


These chic numbers are part of a 
selection offered especially for 
interior display, where breakage 


and hard use is a factor. 


Designed to reflect smartness they 
are, however, moderately priced. 
Consult your jobber or write for 
literature. 





RUBBER PRODUCTS, INC. 


529 S. JEFFERSON ST., CHICAGO 
| EAST 42nd STREET, NEW YORK 


DISPLAY WORLD 


RP207 - 














WOOD BACK 
HAND 


MIRRORS 


Preferred because of 


BEAUTY, STRENGTH 
DURABILITY 


Write for Illustrated Folder 
and Samples 


A.S. PAYNE, INC. 


NORTH BENNINGTON, VT. 





Sole Manufacturers in the United States 








SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 
The Brischograph Co. 
COLUMBUS, OHIO 


Enlarging Projectors for Display Men, 
Artists and Sign Studios 














DRAMATIZE 


WITH 


BLOWUPS 


AND STOP TRAFFIC 


We specialize in 


TRANSPARENCIES 
BACKGROUNDS 
GIANT PRINTS 

MURALS 


in Black and White, Color, 
Sepia or Monotone 
Blowups are widely and effectively 


used in show windows, store inte- 
riors and for exhibits. 


Made from your own photos, or 
you can select suitable illustra- 
tions from our photo library. 
Superb subjects are available for 
many seasons and events. 


Write for Complete Information 
and Price List 


MELOY BROS., Inc. 


Shelbyville, Indiana 


NOVODOM Turntable 


Runs 4 Weeks on Flashlight 
Batteries, Without Wires 


Write direct or apply to 
your Jobber 


FLEISCHER & CO. 


12 WEST 27th ST. 
NEW YORK CITY 
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Plywood Association 
Adds Field Men 

The addition to the staff of the Douglas 
Fir Plywood Association of three techni- 
cally-trained field representatives as another 
plank in its program of increased trade pro- 
motion was announced July 25 by W. E. 
Difford, managing director. These field rep- 
resentatives will be stationed in New York, 
Washington, D. C., and Los Angeles, and 
will be charged with broad duties as techni- 
cal advisers on Douglas Fir Plywood prob- 
lems, as representatives of the association in 
their respective territories, and as sales pro- 
motion contact men with the various trade 
groups. 





New Background Paper 
Introduced By Bliss 

Albert Bliss, president, Bliss Display Cor- 
poration, 460 West 34th street, New York 
City, has announced the introduction of a 
new, heavy background paper called “No- 
Seam.” The paper, which is 9 feet wide, 
comes in a variety of colors, and covers 
entire backgrounds—as long as is necessary 
—without seams. The product is said to 
have a water color surface comparable to 
that of wall boards. Literature will be fur- 
nished upon request to the address given 
above. 

In commenting on the introduction of the 
material, Bliss stated that it was a logical 
development in response to a demand for a 
background paper of this type in order to 
permit the use of attractive colors, neat 
backgrounds, quick and easy attainment of 
variety of settings, and low cost. 





Nancy Elizabeth Bingham 
Makes Her Appearance 

A fine 8 pound 4 ounce daughter, who has 
been named Nancy Elizabeth, made her ap- 
pearance on August 4 at the home of Frank 
G. Bingham, South Bend, Ind. Frank, who, 
in addition to being display director for 
Robertson Brothers in the Indiana city, also 
writes the monthly “Think This Over” col- 
umn for DISPLAY WORLD, reports that 
“mother and daughter are fine—and the 
father expects to be able to sit up in a few 
days.” 





Archie Greiner Dies, 
Aged 63 


Archie Greiner, who has been with Kautf- 
mann’s Department Store, Pittsburgh, Pa., 
for more than fifty years, died August 2 at 
his home. He was 63 years of age. Joining 
Kaufmann’s in 1888 as an errand boy, Greiner 
became an assistant displayman in 1895. 
Seven years later he was given the title 
of “head window trimmer,” which he held 
until his death. 

He leaves a wife, two sons, two sisters, 
and three brothers. Funeral services were 
held at the home on August 5. 





"Bud" Headman Joins 
Stockton Dry Goods 

O. “Bud” Headman, formerly with the 
Bon Marche and Rhodes Brothers, Seattle, 
Wash., is now display manager at the Stock- 
ton Dry Goods Company, Stockton, Cal. 
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Make Your 
Windows Sparkle! 


WITH 


- CLEAR-BEND 
CRYSTAL 


| THE TRANSPARENT FIXTURE 
3/16” . Thick — All Edges Pol- 
ished — Half Round Bends — 
8”-10”-12” Diameters—Lengths 
’ to 36”. 


Write for prices on special 
sample offer. 


from 6’ 


@ 
UNUSUAL PRODUCTS CO. 


4568 Beverly Blvd. 
| Los Angeles, Calif. 




















@DIE CUT @THREE DIMENSIONAL 


FALL MEN’S WEAR UNIT 
No. 12383—SIZE 60 IN. HIGH, 8 FT. WIDE 
—Five Colors— 


Acclaimed by Display Experts as the sea- 
son’s swankiest background treatment for 
fall displays of men’s wear. 


* 
The Reyburn Manufacturing Co., Inc. 


DISPLAY DIVISION 
SHOW ROOMS AND WAREHOUSES 
106 7th Ave., N. Y. 1100 S. Wabash, Chicago 
Allegheny Ave. at 32nd St., Philadelphia 








You spend good 


ARDBOARD money for adver- 
tising cutouts or 

EASELS counter merchan- 

le dise displays. It 

is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for sampies today. 








Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 





WINDOW DISPLAY 


Fashion, Interior, and Counter Display. 
Demand for trained workers increasing. 


TRAPHAGEN FOR RESULTS! 


Day and Evening courses. Enroll at — 


TRAPHAGEN SCHOOL 
1680 Broadway (near 52nd St.) New York City 
Call, write or phone Col. 5-2077 for Cir, 62 
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WHAT CAN THE CHAIN STORE DO 
TO IMPROVE DISPLAY? 


[Continued from page 20] 


Going back to display headquarters . . 
their duty consists of creating all display 
props and it is surprising what these geniuses 
can devise. Most ideas are carried out in 
fragile, highly seasonable material that per- 
ishes very easily. I know of displaymen 
who use less than one-third of these freak 
creations. One “masterpiece” required the 
help of two men and a boy to assemble. 
Why can’t these geniuses take a page from 
Stensgaard’s book and turn out worthwhile 
props ... something that would be an asset 
to the windows? All your display problems 
are handled by this department. Need new 
backgrounds? . . . don’t design them .. . 
field displaymen are not capable! Let them 
send out their knock-down panels, that, in- 
cluding handling charges, cost more than if 
bought locally. Of course, they don’t look 
modern or any better than your old ones... 
nevertheless you have new backgrounds. 

Spasmodically, pictures of suggested win- 
dows are sent out. One chain featured blue 
suits with white bed sheets for the back- 
ground! [I trust the readers will not take 
this article as a reflection on all chain stores. 
I am merely injecting this bit of constructive 
criticism in hope that the profession will 
take up the cry and help remedy the great 
delusion which prevails in the home office of 
most chains. 

I am quite fortunate in being with an 
organization that has made _ marvelous 
strides in the past few years and benefits are 
commencing to be realized. We are gradually 
getting away from mass display. When we 
do employ it, we dramatize it and only one 
item is used. I do not believe in massing 
several items in a window ... it is best to do 
one job right than a dozen in mediocre style. 

In closing, a parting word to the young 
chain displaymen ... the future of chain 
displays are in our hands . . . keep modern, 
study display and the technique of the fa- 
mous displaymen; one of these days, chain 
display will come into its own and then, by 
utilizing the other advantages of the chain 
store organization, we can make real con- 
tributions to the display profession. 





Gabriel H. Mayorga Designs 


"Mannequins of Tomorrow" 

“Mannequins of Tomorrow” have been 
created by Gabriel H. Mayorga, sculptor, 
who for a number of years was consultant to 
several outstanding mannequin manufactur- 
ers. The basic idea of the new mannequin, 
it is said, was to produce a moderately 
priced mannequin with character, styling, 
and excellent finish. The line has exceeded 
the expectations of the manufacturers. It is 
on display in the showrooms of Display 
Equipment Corporation, 147 West 37th street, 
New York City. 





McCracken Joins 
Duluth Firm 


John B. McCracken, Jr., has become dis- 
play manager for the Minnesota Department 
Store, Duluth, Minn. He was formerly with 
Gable’s, Altoona, Pa. 
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The greatest 
attention compeller 


in DISPLAYS is 


MOTION - 


Size, color, beauty, shape—all focus 
attention but none have the com- 
pelling power of motion. Before 
the kaleidoscopic background of 
the modern merchandise window or 
merchandise shelf one thing stands 
out, the animated display and all 
eyes center there. If you want your 
sales displays seen, if you want 
your message put across to project 
your “specials” into passers’ minds 
—give your displays action. And, 
if you want dependable trouble- 
free, long lived, low cost animation 
(any motion, any speed), power 
them with SPEEDWAY Flea Power 
Motors and Mechanisms, or build 
them on SPEEDWAY Turntables. 
These dependable 110v_ back- 
geared units comprise a complete 
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| line that meets every display con- 


dition. 


WRITE FOR 
CATALOG 


Speed Way Mig., Co. 
1839 South 
52nd Ave., 


ks aera — 


(Ne 











YOUR 


Headquarters for 


Decorative 
Display Fabrics 


used for 
@ WINDOW DISPLAYS 
® EXHIBIT BOOTHS 
® WALL COVERINGS 
@ SHOW CASE LINING 
@® THEATRICAL DISPLAYS 


serving NATIONAL WHOLESALERS 


OAKLAND TEXTILE COMPANY 


461 Fourth Avenue New York City 


vor FREE COPY! 


WRITERS | Daily’s NEW 


At 1938-39 


ATISTS | 

aes i CATALOG 

owt. Just off the press! New items! 
; Low mail-order prices! 176 
pages of supplies for artists 
and sign writers. Actually a 
50c value book—but yours for 
the asking. Write for YOUR 
personal copy today! 


Bert L. Daily.Ine. 
122 East Third St., Dayton, O 




















“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 
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Question: I am anticipating opening a dis- 
play studio and would greatly appreciate re- 
ceiving particulars of the best size and type 
of spray equipment for the average shop 
work.—S., Brooklyn, N. Y. 

Answer: The size equipment needed for a 
studio will of course vary in accordance with 


the amount of work handled. It is suggested 
that you give consideration to a one-half 
horse power portable spray unit, with a quart 
gun equipped with two nozzles—one a fan 


DISPLAY WORLD 


type and the other round. This outfit would 
give you a coverage of about 5% square feet 
per minute. Information has been sent you 
as to where this equipment can be purchased. 





Question: Is it possible to dye cellophane? 
I have several white cellophane mats I would 
like to change to another color and would 
appreciate your advice as to whether this 
can be done and the material to use—T., 
Niagara Falls, N. Y. 

Answer: We have not heard of anyone 
dyeing cellophane, since it is usually pur- 
chased in the colors desired. However, for 
your purpose you might try the following: 
Obtain a lamp dye, such as to dye electric 
lamps, from practically any good electrical 
supply house. This can be thinned down 














OPPORTUNITY EXCHANGE 














SENSATIONAL 
WINDOW DISPLAY FOR SALE 


This display created a sensation in one of 
the leading popular shops on Fifth Ave- 
nue, New York City. This display con- 
sists of two life-size straw donkeys, one 
sitting and one standing, and six hand- 
made straw birds to match. This display 
received favorable comment from the 
Women’s Wear and the New York papers. 
We will sacrifice these at a very low price. 
If interested, please communicate with 


Chas. A. Merrill, Fishman’s Inc. 
Broad Street Elizabeth, N. J. 


MECHANICAL CHRISTMAS 
ATTRACTIONS FOR SALE 


Nodding Santa Claus, Eye Rolling Gnomes, 
Clown on Horizontal Bar, Miniature Chute-the- 
Chute, Large Crib-Rocking Doll, Cube Spinning 
Seals, Hand Standing Clown, Top-Spinner. ALSO 
A SPECIAL 14-foot FERRIS WHEEL “PACK- 
AGE MACHINE” built to your requirements. 
Photos and details on request. Animated Dis- 
plays, Motion Mechanisms, Itinerants in any 
quantity designed and built to your order. 


CHARLES DINLOCKER 


Display Designer 
2218 Rittenhouse Square Philadelphia, Pa. 








ADVERTISING — HOME STUDY-—The Adver- 
tising Miuded Dispiayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266B Chicago 


Assistant Displayman and Cardwriter 


Experienced displayman and cardwriter desires 
position as assistant to prominent display man- 
ager. A-1 cardwriter; knowledge of modern 
backgrounds; efficient and conscientious worker; 
can accept position at once; northern location 
preferred. L. J. DUNCAN, 115 E. Prospect St., 
Owatonna, Minn.° 








Display Mgr.—Desires change. Thoroughly qual- 
ified to install—day after day—dynamic, inter- 
esting, action-compelling windows and interior 
displays. College trained. Exp. with dept. stores. 
Successful record. Excellent cardwriter and adv. 
man. Go anywhere to perm. job with future. 
Married, sober, steady, reliable, hard worker. 
No objection to position as asst. with large unit. 
“B. R. G.,” care DISPLAY WORLD 


INTERESTED IN A BETTER JOB? 


Learn WINDOW AND INTERIOR DISPLAY. 
Design Backgrounds, Manufacturers’ Displays, 
Exhibition Booths, Showcards. Individual, prac- 
tical instruction by display experts. Free 
Placement Service. (Under N. Y. State License.) 
BROADWAY SCHOOL OF DISPLAY ARTS 
119 W. 57th St., Booklet DW, New York City 








COURSES in Window and Store Display, Back- 
ground Design; Merchandising Ideas; Exhibi- 
tion Displays; Show Card Writing; Advertising 
Copy and Layout. Personal Training—Individ- 
ual Advancement.- No Correspondence Courses. 


THE RAY SCHOOLS 
Dept. DW, 116 South Michigan Blvd., Chicago. 


RECLAIMED 


Your worn Cutawl chisels reground, made as 
good as new and returned postpaid at the 
following prices: 

1 to 6 Doz., 50c per doz. 

7 to 12 Doz., 40e per doz. 

13 to 24 Doz., 2Oc per doz. 


. 1902 E. Cook Street 
John Meikle Mig. Co., Sorincaeia tiincls 








MAKE YOUR OWN BLOWUPS!! 


Liven up your displays with GIANT PHOTOS. 
They are easy and economical to make in your 
own department. Send today for Free Circular. 
Complete Illustrated Instructions only $1. 


FOGARTY 


1689-D Capitol Ave. Bridgeport, Conn. 








LEARN WINDOW DISPLAY, SHOW CARD 
WRITING and Retail Advertising. Personal 
instruction under experienhced teachers. Inten- 
sive short courses. Practical, individual work 
in each subject. Low tuition. Catalogue free. 


CHICAGO DISPLAY SCHOOL 


Will H. Bates, Director 
39 W. Adams St. Chicago, Ill. 








FOR SALE — WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECORATORS 
Made of heavy fleece-lined Jersey cloth, 55c pr., 
$3.25 half doz., $5.25 doz., postpaid. An elastic 
tape band is sewed in the top. U. S. Patent 
1,494,653. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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with alcohol and sprayed on. As a sugges- 
tion, you might hang the mats upside down 
from wires until dry, as this would help pre- 
vent matting of the strands. Or you might 
experiment with gelatine dye, which comes in 
sheets resembling cellophane. These are dis- 
solved and used as required. A third sug- 
gestion is that you try the ordinary Diamond 
dyes, letting the mats soak as long as pos- 
sible before hanging them up to dry as sug- 
gested above. 





Question: Rather than purchase a large 
number of electric lights of various colors 
for our Christmas exterior trim, I would 
prefer coloring some of the clear lamps we 
now have on hand. Is there some simple 
way in which this can be done?—J., New 
Orleans, La. 

Answer: While the purchase of bulbs al- 
ready colored would undoubtedly prove more 
satisfactory, the following may solve your 
problem. Either sodium silicate (water 
glass) or gelatine—each water soluble—can 
be used as a base for the dye, which should 
be water soluble aniline. The bulbs should 
be cleaned of all dirt or grease before dip- 
ping in the solution. The dye base should 
not be so thick that it leaves an appreciable 
layer on the glass. A small amount of glyc- 
erine added to it will prevent cracking. 





Question: What is the difference between 
primary and secondary colors, and between 
tint, hue, etc?—L., Seattle, Wash. 

Answer: The primary colors are red, yel- 
low, and blue. Secondary colors are ob- 
tained by combining the primary colors, as 
yellow and blue—green; blue and red— 
violet; yellow and red—orange. A third 
set of colors called tertiary colors is ob- 
tained by combining the primary and sec- 
ondary colors. A “tint” is the result of add- 
ing white to any color, obtaining a lighter 
effect. A “tone” results from adding one 
color to another. “Hue” expresses the depth 
of any color. 





Question: We keep a record of many of 
our windows by photographing them, this 
being done by a member of the department. 
However, electrical signs across the street 
from the store front invariably cause these 
pictures to be badly marred by reflections. 
Is there any way of eliminating this ?—A., 
Chattanooga, Tenn. 


Answer: A device is now on the market 
which may help you. Called “Pola-Screen,” 
it is a shutter-like arrangement which elimi- 
nates reflected light from certain angles. A 
local camera shop will be able to explain 
its operation, and a trial will determine 
whether or not it will correct the reflections 
in your photographs. 





Question: We have been informed that a 
new form of colored light bulb has been 
placed on sale and would appreciate infor- 
mation as to where it can be obtained— 
McN., Kansas City, Mo. 


Answer: A new development in colored 
incandescent lamps is now being produced, 
giving a much higher intensity of colored 
illumination than has been heretofore avail- 
able. Information as to the source of supply 
has been sent you. 
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NALCO 
AUTUMN LEAF BACKGROUND 
MADE ON PLIABLE PAPER BOARD 
Rolls 57 in. high by 25 ft. long. 
ATTRACTIVE FALL COLORINGS 
$3.75 per Roll 


WINTERSCENE PANORAMA 
For Special Fur and Blanket Sales 
Send for samples and information 
on Winter and Christmas numbers. 


NALCO, Inc. 
116 E. 27th St. New York, N. Y. 


A ANAS COLORED 
MOULDINGS 
Ames again leads the industry in offering 
BLUE, GREEN, RED and GOLD finishes on 
METAL mouldings. Your customers want 
COLOR for trim or products used indoors— 


Give it to them! Order samples or send for 
information TODAY! 


AMES METAL MOULDING CO., Inc. 


Manufacturers of Mouldings & Frames 
225-229 East 144th St. New York, N. Y. 


CUT-OUT LETTERS for DISPLAY WORK 


3/32 to 1 inch or more in thickness 
IN MANY BEAUTIFUL FINISHES 
More Beautiful 


K. 31) 
and Less Expen- 
sive than Hand 
SCOMPAN YW ut Letters. 


Write for Samples and Price List 
Display & Sign Materials 
BRIDGEPORT, CONNECTICUT 


WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 


























MODERN SCRIPT 
“MAKES” THE DISPLAY! 
Nothing is as effective as sweep- 
ing, fast-moving script properly 
used for special effects. “A to Z” 
books simplify your job by show- 
ing hundreds of examples of the 
best script used today. Both 
books, $2.00. Free sample pages. 
JACOB STEIN, Pub. 
Box W2, 175 Fifth Ave., N. Y. C. 








. 

Mr. Display Manager... 
Next time you need a Displayer write the 
ACADEMY. Our graduates are practically 
trained by working on actual merchandise in 
full-sized show windows. A staff of N. Y. dis- 
play experts helps them to “Learn by Doing.” 
ur graduates know their business. 


ACADEMY OF DISPLAY 


Send for Booklet ““N”, 8 E. 418t St., New York City 
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The Pioneer Store Wins 


Nashua Contest 

The Nashua Manufacturing Company, 
New York City, manufacturer of Indian 
Head sheets, has announced that the Pioneer 
Store, Redding, Calif., has been awarded 
first prize of $100 in the company’s recent 
national display contest. Second prize went 
to Schuneman & Mannheimer, St. Paul, 
Minn., and third place and $25 to the City 
of Paris, Oreville, Calif. 

Honorable mention was given Jordan 
Marsh Company, Boston, Mass.; Silver- 
bloom’s, Granite City, Ill.; Blumberg’s, East 
St. Louis, Ill.; Gray’s, Booneville, Miss.; 
Damon’s, Mason City, Iowa, and Maher’s 
Department Store, Vero Beach, Calif. 





Moulden And Roth 


Form New Firm 

To be known as the Artistic Fixture & 
Supply Company, a new firm has_ been 
formed by B. L. Moulden and George Roth 
with factory at 920 Clifford street, Balti- 
more, Md., and modern showrooms and 
warehouse at 713 North Howard street. All 
types of display equipment and materials and 
sign supplies will be handled, and the new 
company will also manufacture all types of 
custom-made fixtures, window backgrounds, 
and exhibit booths. 





Fairbanks To Have 
Boston Exhibit 

The Thomas N. Fairbanks Company, Inc., 
373 Fourth avenue, New York City, is plan- 
ning to have on display in the exhibition 
rooms of Storrs & Bement Company, 282 
Congress street, Boston, Mass., an instruc- 
tive exhibit of paper and its uses. The great 
variety of uses will be stressed and a full 
line of imported papers will be shown. The 
exhibit will continue through August 19. 





New Organization Formed 


By Ray Pearce 

Ray M. Pearce Promotion Displays, Inc., 
has opened at 23 East 21st street, New York 
City, where the company is producing quan- 
tity window and interior displays for na- 
tional advertisers and manufacturers. The 
new organization is headed by Ray M. 
Pearce, Sr., who was previously connected 
with Acme Window Display Service, Inc., 
for a number of years. 





"Jack" Kish Replaces 
M. E. Hanshaw 

M. E. Hanshaw, for sixteen years display 
manager at Threlfall Brothers, Stockton, 
Calif., is now one of the owners of The 
Wardrobe Store, of the same city. His place 
with Threlfall’s has been filled by L. “Jack” 
Kish, formerly with The Heesman Company, 
Sacramento. 
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For a LIVELY Christmas 
DISPLAY! 








36” high. 
Stands by 
itself without 
props. 


The new Blossom fabric Santa Claus 
with movable head and lifelike features, 
attractively dressed in red Duvetene with 
fur trimming—bound to catch the eye of 
every passerby—complete with sack and 
12” baby doll, $10.00. ORDER NOW! 


BLOSSOM DOLL CO., INC. 


45 East 20th Street New York City 


fl ceARN WN 


WINDOW DISPLAY 
CARD WRITING 


and ADVERTISING 
By Our 


HOME STUDY 
METHOD 


EASY PAYMENTS 
Write for Catalog 


THE KOESTER SCHOOL 


300 W. Adams Chicago 


































MANNEQUINS « TOMORROW 


See them in our display room 
or write for full details. 


DISPLAY EQUIPMENT 


CORPOKATION 


147 West 37th Street 
New York City 





We recommend this 
new line for style, 
quality, and reason- 
able price. It has no 
extremes to make it 
short-lived. Excellent 
figures, facial types, 
finish, movement. 






























Display 
Woriad 


The 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the iatest authentic informa- 
tion about anything in the display line in 


which 


you are interested. If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 
you want on file, we'll find out Zor you. 


If we do not have the information 
Avail 


yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C] Do 
C] Do 
(J Do 


(: Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Booths, Floats and Exhibits 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass zs 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastic and Composition Pieces 
Price Cards—Tickets 
Price Ticket Holders 
[] Sale Banners 

[] Socks—Window 

[] Show Cards 

[] Show Card Colors 

[] Show Cases 

[] Show Case Lighting 
|] Signs—Card Holders 
[] S.gns—Brass—Bronze 
[) Signs—Electric 

[} Sleeve Forms 

[] Stencil Outfits 

[] Stock Posters 

[] Store Designing 

[] Store Fronts 

[] Tackers 

[] Time Switches 

[) Turntables 

[] Valances 

[) Wall Board 

() Window Drapes 

[}] Window Lighting 

[] Wood Carvings 


you wish a copy of their catalogue? 

you plan to remodel your store soon? 

you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 
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Firm 


Display Manager 


Street 
City 








DISPLAY WORLD 


TWENTY-FIVE YEARS AGO 
(August, 1913) 

William F. Ried, who had been with Cohen 
Brothers, Jacksonville, Fla., and who had 
charge of the preparations for the window 
displays for the formal opening of the new 
Famous-Barr store, St. Louis, Mo., sailed 
for Germany for an extended stay .... 

The Merchants’ Association, Council 
Bluffs, Ia., was planning to hold a monthly 
“window trimming” contest in which every 
member store was to compete... 

A. D. Young, display and advertising man- 
ager for Robertson Brothers, South Bend, 
Ind., resigned to take a similar position with 
S. & J. Gottlieb Company, Kenosha, Wis... . 

The sixteenth annual convention of the 
National Association of Window Trimmers 
of America, forerunner of the International 
Association of Display Men, was held at the 
Auditorium hotel, Chicago, with Morten 
Hoffstadt, Milwaukee, Wis., as president. An 
attendance of 700 was reported. Claude J. 
Potter, Lancaster, Pa., was elected president 
for the ensuing year. Included on the pro- 
gram was a demonstration on the care and 
refinishing of wax figures. The association 
at that time had a paid-up membership of 
273. Malcolm J. B. Tennent, Meier & Frank 
Company, Portland, Ore., won the grand 
prize in the annual display photograph con- 
eS... 

Many displaymen were planning windows 
featuring the “suffragette skirt”... . 

L. Elkan, Botanical Decorating Company, 
Chicago, was on an extensive tour of cen- 
tral: Rurope .. ... 


TEN YEARS AGO 
(August, 1928) 

Carl W. Ahlroth, The May Company, Los 
Angeles, Calif., M. Safir, The Smith Kasson 
Company, Cincinnati, Ohio, and F. J. Steck- 
bauer, Continental Clothing Company, Osh- 
kosh, Wis., won the first three prizes of $250, 
$150, and $100 respectively in a men’s neck- 
wear national display contest . . 

Displaymen were tying-in their windows 
with the popular motion picture, “Little An- 
nie Rooney,” starring Mary Pickford... . 

Frank R. Stephens, Frederick Loeser & Co., 
Brooklyn, N. Y., resigned his position, being 
succeeded by John W. Chalmers, his first as- 
sistant, as acting head of the department.... 

Herman Frankenthal, B. Altman & Co., 
New York City, first honorary president of 
the International Association of Display 
Men, was invited by the German display- 
men’s association to attend the Leipsic fair 


and demonstrate his draping methods . 


Jerome Jaffray was president of the New 
York Metropolitan Display Men’s club... . 

J. S. McComb, Thomas Kilpatrick & Co., 
Omaha, Neb., L. L. Wilkins, Kerr Dry Goods 
Company, Oklahoma City, Okla., and J. H. 
Gellmuyder, Lutz Dry Goods Company, 
Guthrie, Okla., were winners of three divis- 
ions of a national display contest sponsored 
by the United States Shipping Board. Each 
won a trip to Europe.... 

Clement Kieffer, Jr., The Kleinhans Com- 
pany, Buffalo, N. Y., won the grand prize 
in a display contest promoted by the Hickok 
Manufacturing Company .... 


AUGUST, 1938 


New Products 


For Ames 

The Ames Metal Moulding Co., Inc., New 
York City, manufacturer of metal-covered 
mouldings, has recently added a full line of 
edgings and nosings in a wide variety of 
solid metal alloys. The edgings and nosings 
are widely used in linoleum laying, interior 
decorating, and counter manufacturing, as 
well as in the fixture-making trade. A cat- 
alogue describing the new products is avail- 
able from the firm on request. 


William Parker 


Joins Gordon's 

Formerly assistant to R. T. Painter, Leo- 
pold Adler, Savannah, Ga., William Parker 
is now in charge of the display department 
of A. J. Gordon Company, Brunswick, Ga. 








Jenter Plans 
Improvements 

The Jenter Display Company has _pur- 
chased a tract of several acres in Ridgefield, 
N. J., on which a modern factory building 
will be erected. 
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